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Advertising has one function and only one function— 


to speed up the selling process.” 
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Convention Services 
Conference Plans 
Motion Pictures 
Meetings Packages 
Television Commercials 
Demonstration Devices 
Screen Advertising 

Skits 

Animated Cartoons 
Training Manuals 
Slidefilms 

Pictorial Booklets 
Transparencies 

Slides 

Film Distribution 
Turnover Charts 
Meeting Guides 

Tape Recordings 

Disc Recordings 
Promotion Pieces 

Poster Charts 

Bonners 

Training Devices 

Quiz Materials 

Speech Coaching 
Pageants 

Stage Presentations 
Portable Stagettes 
Meeting Equipment 
Projection Service 

Film Productions in Color 
Field Surveys 


THIS MEETING WILL COST 


*X Per Minute! 


... You can control the cost, but it takes experience to get details set rigitt. 
It takes professional skill to avoid the pitfalls that run costs up, and to 
give you more meeting for your money. 

Skilled direction, coordinated effort, and the ability to develop dramatic, 
visual force in convention programs all are available with One-Stop Service. 
Permanent facilities and limitless skills are always on tap. You outline 


your objectives . . . Jam Handy follows through, helping all the way 
as much as you want, from planning to point-of-impact. 


There’s one responsibility . . . one accounting . . . one source of help 
rt bility ting f helt 


for all your needs. 


Any of the offices listed below can give you the story. 


7e JAM HANDY 


One-Stop Service 4, 7 
NEW YORK 19 HOLLYWOOD 28 DETROIT 11 ™ DAYTON 2 e PITTSBURGH 2, CHICAGO 1 
CES 1775 Broadway © 1402 Ridgewood Place °® 2821 E. Grand Bivd. 310 Talbott Bidg Gateway Center 230 N. Michigan Ave. 


William E. Cranston, President of Thermador Electrical Manufacturing Company, says: 


“House Beautiful continues to produce 


inquiries at lowest cost of any magazine” 


Notice that word continues! Consistently since 
1948, Thermador’s advertising to HOUSE 
BEAUTIFUL’s 650,000 Pace Setter families has 
produced successful sales results. Because: 
this top-income audience (3%4-million men 
and women) read House BEAuTIFUL for ideas, 
ways and products to help them achieve the 


best in today’s living. 


“Thermador — the original built-in electric 
range unit — was introduced to America by 
your great magazine,” writes Mr. Cranston. 


Introduced to both consumers and dealers! 
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Thermador had dealer-distributors in only 


16 states when their first ad appeared in 
1948. Now their distribution is nation-wide. 
Because: over 56,000 people actively engaged 
in retail and building trades subscribe to 
House Beautirut to keep them ahead of 


the market. 


House BeavutTiFut can sell your product,too, 
and keep it sold on both sides of the counter. 
Write for all the details about this richly 
responsive market. House BEAUTIFUL Maga- 
zine, 572 Madison Ave., New York 22, N. Y. 


Chicago « Atlanta + Boston 
Detroit * Miami + Tyler 
Cleveland * Los Angeles 


Milwaukee 


a better new car mar 


Readers of THE MitwaukEe JouRNAL bought 79,000 new cars for some 
$240,000,000 in 1955. Among the 25 largest United States metropolitan areas, 
Milwaukee ranks third in per cent of families with incomes over $4,000, and 
third in retail sales per family (United States Census and Sales Management 
Survey of Buying Power). In THE MILWAUKEE JOURNAL alone you can reach 90% 


of all families and 95% of all new car buyers in this top-spending metropolitan area. 


THE MILWAUKEE JOURNAL 


National Representatives—O'Mara & Ormsbee, Inc 
New York Chicago Detroit 


Los Angeles San Francisco 


Get the 1956 facts on automotive buying habits 
in THe Miwauxes Journat Consumer Analysis— 
car ownership by make and model—two car 
ownership—families planning to buy cars in 
1956, new and used, by makes—where cars 
are serviced—brand preference for tires, oil, 
gasoline, antifreeze. Copies available from the 
General Advertising Department or our 
national representatives. 
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SPECIAL CONTAINERS 
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- protect every article in 


NORTH AMERICAN 
“WIFE-APPROVED” MOVES! 


Proper packaging is as important in household goods 
moving as in merchandising. Every North American van 
carries special sturdy containers for protecting dishes, 
glassware, and other fragile articles—custom covers for 
furniture and appliances. And every North American 

man is a professional packer. 

That’s one reason why North American is famous as the 
‘“‘Wife-Approved” moving service. Your transferred personnel 
deserves this safe,* dependable type of move. It pays 

in better work, greater employee goodwill. 


NAVL “FOLLOW-THRU” SERVICE 

North American can “‘follow-thru”’ at any destination— 
we have agents in more cities than any other van line. 
See your local NAVL agent for details, or write for 
name of nearest agent. 


Specialized NAVL Services: 


@ Exhibit Displays—door-to-door in padded 
vans, minimum crating. 

@ High-value Products—require no crating, 
no reassembly problem. 

@ New Furniture, Appliances, Fixtures— 
via NAVL-Creston Division, factory to 
dealer or user, uncrated. 

@ Transferred Personnel—‘‘Wife-approved” 
moves that win employee goodwill. 

@ Moving Offices, Stores—less down-time. 

@ Modern Storage Warehouses everywhere. 


HIGHEST FINANCIAL RELIABILITY 
COPYRIGHT 1956, NAVL 
“WIFE NORTH AMERICAN VAN LINES, INC. 
APPROVED” World Headquarters: Fort Wayne 1, Indiana 
moves North American Van Lines Canada, Lid. + Toronto 


*AMERICA’'S SAFEST MOVERS: winners ATA National 

Safety Award for household goods movers traveling 
over 500,000 miles. (North American vans average 35 
million miles per year !) 


WORLD-WIDE MOVING SERVICE BY LAND, SEA, AIR 
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When you advertise in 


HEATING, PIPING & AIR CONDITIONING 


you make a direct connection with 


CONSULTING ENGINEERS . . . Specialists retained by the owners or archi- 
tects to design systems and specify the required 
equipment. 


MECHANICAL (Heating, 
CONTRACTORS materials, and make the installation. 


. who purchase the equipment and necessary 


ENGINEERS IN . . » Who are responsible for systems in the larger 
INDUSTRIAL PLANTS plants. Installation is done by own employees, ‘or 


by contractors in the case of extensive projects. 


. employed by the owners to design, operate, 


ENGINEERS IN OTHER 
LARGE BUILDINGS 


and maintain the systems. Here, too, extensive 
projects require the services of a contractor and/or 
consulting engineer. 


nee large-scale buyers of accessory products which 
MANUFACTURERS oe en yers s 


are integrated into factory-built assemblies, 


WHOLESALERS . . » who are the point of sale for manufacturers 


of many products specified by consulting engineers 
and purchased by contractors and users. 


Any heating, piping, or air conditioning product used in the industrial- 
large building field goes into service through HP&AC readers. 

One or more of these KEY individuals above are 

involved in the design, specification, purchase, installation, 

operation, and maintenance of the required 

products — whether for new construction o1 

modernization. By providing the highest quality 

circulation (all paid, ABC) of these plus other purchase- 


control factors, HP&AC is the No. 1 advertising medium to use. 


KEENEY PUBLISHING 6. Michigan, Chicago 2 
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they Buy More because they Have More! 


@ Let’s bring the Indianapolis market into focus. 

Case in point: photographic equipment. Sold in jewelry 
stores (Indianapolis sales, 67.7% above national average), 
drug stores (86.3% above), and department stores (a 
whopping 149.2% above!)* . all of these, plus the 
regular photo shops! 

Reason: In Indianapolis, papa brings home more bacon 

a ! , ; 

. and folks are in a confident, spending mood! 

In short, we're having a wonderful time. Wish you 
were here . . . getting your share of the profits. Here are 
other important facts about this moneyed market: 


Pm It’s Bic . . . over 600,000 population. 


> It's Sreapy... 
balance of industry and agriculture. 


unsurpassed for diversification and 


> It’s Eastty REACHED... 
the metropolitan area, plus an effective bonus coverage of 


you get saturation coverage of 


the 44 surrounding counties in The Indianapolis Star 
and The Indianapolis News. Write for complete market 
data today. 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


plement, 1954, Standard Rate & Data Service 


TOUR. FIRST TEAM 


FOR SALES I® 


INDIANA 


THE INDIANAPOLIS NEWS leas lied 
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EDITORIALS 


Big, Bald, and Blatant 


It may be that President Eisenhower intuitively discovered some- 
thing almost four years ago that the rest of us haven’t caught on 
to yet. Perhaps people don’t want to be screamed and shrililed at 
for awhile. Perhaps they are in the mood for the conversational 
tone. And it may be that after all they want what Adlai Stevenson 
so eloquently described in 1952 when he appealed to the people to 
“talk sense” about our affairs. 


We are reminded of this by Andy Russell’s (of The New Yorker) 
satirical brochure which has just landed on our desk, and no doubt 
has landed on the desks of many of you. 


Andy Russell suggests, “‘Don’t raise the bridge, boys . . . lower 
the river.” The New Yorker is talking about the river of hyperbolic 
words which stud so much of today’s advertising. You know them: 
“Finest .. , the foremost . . . America’s most distinguished . . . only 

. no other can match... world’s largest . . . largest driest 
.. . least expensive . .. four times as much... first truly new... .” 


“The New Yorker for over 30 years,” says the brochure, “has 
been waging a long, lonely, and losing struggle against the obvious 
exaggeration, the unprovable claim, the meaningless superlative, in 
short—the hyperbolic spiral.” 


“The struggle has been long, lonely, and losing. The New Yorker's 
Mrs. Pemberton took a look over her advertising pages for six 
months and found 312 ‘finests,’ 281 ‘world’s bests,’ 58 ‘America’s 
onlys,’ together with 47 other bits and pieces of improbable non- 


sense.” 


Now Andy Russell is a good sales executive like you are. He 
poses a problem which is familar to most of us. If The New Yorker 
flatly refused to print any of this sort of stuff, the magazine would 
not be in business very long. Individual protests are both time 
consuming and irritating and probably just as fruitless as a mass 
appeal. 


So The New Yorker pleads (perhaps hopelessly), ‘Don’t shout, 
I can hear you.” 


If President Eisenhower and Adlai Stevenson are right that people 
today would rather be talked with than shouted at, then a great 
many of us in promotion are wrong in our estimate of how to reach 
our prospects. So, how about it, fellows, may America’s first, only, 
most, best, sales magazine in the world for the most highly competent 
sales executives in the universe propose we use our calm voices for a 
change? 


"The Feel of the Future 
Was in His Bones” 


Sales executives and heads of businesses will find the going difh- 
cult if they haven’t “the feel of the future,” an attribute Carl Sand- 
burg ascribes to Abraham Lincoln in his pre-Civil War days, To 
paraphrase liberally from the market newsletter of Ralph E. Samuel 
& Co., sales executives and heads of businesses cannot afford to make 
the mistake some have made during the past few years in failing to 
sense the nation’s growth—its growth in population, production, 
and consumer purchasing power. 
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want more 
Sales from 
industrial 
distributors? 


Then be sure your industrial dis- 
tributor salesmen are devoting 
maximum time and effort to sell- 


ing your line. 


Be sure they are constantly in- 
formed about your company, its 
policies and its products. Be sure 
they know the sales features of 
your products, the markets fer 
these products and the advertising 
support you are giving them. 


For the more your industrial dis- 
tributor salesmen know about 
your company, its policies and its 
products, the more time they are 
going to spend selling these prod- 
ucts to industrial buyers, the more 
sales they are going to make for 
you. 


INDUSTRIAL DISTRIBUTION can help 
you keep your distributor sales- 
men “sold” on selling your line. 


It reaches distributor organizations 
of all types and sizes throughout 
the country. It is read by the sales 
personnel of these companies—in- 
side and outside salesmen, tele- 
phone salesmen, countermen and 
order takers. 


These salesmen read INDUSTRIAL 
DISTRIBUTION for sales informa- 
tion, ideas and techniques. They 
are looking for information that 
will help them sell more. What 
better atmosphere could you have 
for your messages to your distrib- 
utor salesmen? 


Industrial 
Distribution 


330 West 42nd Street, New York 36, N. Y. 
A McGraw-Hill Publication * ABC * ABP 


Those 
happy Days 


are here 


< ‘ * oN oF 
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ower Ry 1a river 


ife with Father, the adventures of the 


lovable Days, is a family portrait framed in gilt- 


edged success...a best-selling book, a record- 
breaking play, a smash box office movie and a 
hit on the CBS Television Network. 

Nowa sparkling syndicated film series, Life with 
Father is continuing to delight large family 
audiences everywhere. Inseven-station Los 
Angeles, for example, Life with Father is the 
top-rated syndicated series in the market...seen 
by one out of three homes watching television. 
In Columbus, it commands a 70% share of 
audience. And in Denver, competing with two 
big network programs and a local sports show, 
it draws a 38.7°% share of audience. Life with 
Father reaches wonderfully balanced audiences 
too. An average 22°> men, 41% women, 37' 

children...just right for selling the entire family. 
Why not let the great Days start selling for 
you? Just call the distributors of the fastest- 


moving films in television... 


CBS TELEVISION FILM SALES, INC. 


"HHT ANNA 


or SLI AEN *gh77s 


Source: Latest Pulse und ARB reports 


= 
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NICKEL 


will go 
along way 
these days on WHO Radio! 


—_ + 


Take 8 a.m. to 12 noon as an example... 


Mavse instead of a ‘good five-cent cigar”, Let Peters, Griffin, Woodward, Inc. give you 
what this country’s advertisers need today is all the impressive WHO facts. 
a good look at what five cents will buy in 


(Computations based on projecting Nielsen 
radio—WHO Radio. 


figures and 1955 lowa Radio Audience Survey 
data against our 26-time rate.) 


LET’S LOOK AT THE RECORD... 


On WHO Radio, a 11-minute spot between 
8 a.m. and 12 noon will deliver 53,953 


actual listening homes. 
That’s 56.8 homes for a nickel, or 1000 aoe. | 
homes for $.88—ALL LISTENING TO WHO! 


That’s the rock-bottom minimum. With its i 
50,000-watt, Clear-Channel voice, WHO is for lowa PLUS! 


heard by thousands of unmeasured listeners, Des Moines . . . 50,000 Watts 
both in and outside Iowa. Bonus includes 
Iowa’s 527,000 extra home sets and 573,000 
radio-equipped automobiles—plus tremendous 
audience in “Iowa Plus”! 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


Peters, Griffin, Woodward, Inc., 
Exclusive National Representatives 
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We hear people frequently say, “How long can this market keep 
up?” And the implication of course is that the market’s rise is 
temporary, that sooner or later our volume of goods produced and 
sold inevitably will beat a hasty and substantial retreat. Perhaps. 
But it may be that all the doubting Thomases will be wide of the 
mark in their dark and gloomy prognostications. 


Certainly it isn’t to be doubted that the up-trend of sales will 
encounter interruptions from time to time. And these interruptions 
may be extremely sharp and occur with frightening suddenness. For 
down through the years market “spills” have invariably come along 
with an abruptness that generates nervousness and thoughtless emer- 
gency sales campaigns. 


Not so long ago Ralph E. Cordiner, president of General Electric 
Co., predicted, “The General Electric Co. plans to double its busi- 
ness by 1965.” Now this is the language we understand! The 
United States of America will continue to grow at a phenomenal 
rate during the next decade or so. Why? For the easily understood 
reason that more and more people will demand more and more things. 


Is it really so astounding that in this highly endowed land of ours 
the standard of living should constantly climb higher? 


In preparing some editorial material for this magazine we asked a 
famous economist for his analysis. He hesitantly suggested that his 
findings might not be favorable and that perhaps we would not be 
interested in publishing them. Quite the contrary. Our greatest 
danger has come when we are lulled, and coast. And our greatest 
successes have come when we are fully acquainted with dangers but, 
more important, are equipped with data to give us “the feel of the 
future. 


Is the feel of the future in vour bones? 


Calling All Industrials 


Can this be said about you? You spend millions of dollars explor- 
ing new processes, developing new products, and in searching con- 
tinually for uniqueness in your quality. You preoccupy yourselves 
with the design of the most efficient and modern methods of pro 
duction: 


Now ask yourself this question: “Is the quality of my presenta- 
tion, my salesmanship, my advertising, my packaging, and all othe: 
forms of promotion, in keeping with the quality of my manufacturing 
methods and my product?” 


In other words, do you attempt to sell a million-dollar process 
with a one hundred-dollar presentation ? 


Package Pays Off 


The new king-and-family-size bottle recently introduced by several 
soft drink giants is credited with at least some of the handsome in- 
crease in sales this industry is currently enjoying. First quarter 
sales averaged 15% higher than the same period last year, and 1956 
soft drink volume is expected to exceed $1 billion. Retailers in several 
areas reported, in a survey by Supermarket News, that introduction 
of the new sizes was an important factor in mounting sales. Cus- 
tomers, say the retailers, like the economy and convenience of the 
large sizes. This eager acceptance of traditional products in new dress 
is a strong argument for new-package pushers. Without changing the 
product in any way, the cola companies have used new bottle size 
to stimulate sales. 


Similarly, ice cream manufacturers are making package experi- 
ments. A California company is using a transparent plastic con- 
tainer, with obvious re-use value, that has boosted sales several 
hundred percent on its premium grade product. 
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JZ. SETUP FOR cnr VIEWING \\ 


3 SECONDS FLAT! 


No Screen... No Darkened Room 


The New C.O.C. 


AUTOMATIC 22 
PROJECTION VIEWER 


Built-in Hooded Cover 

Brilliant 6''x6"' Lens Screen Onl 
Handsome, Durable Finish Y 
F:3.5 Focusing Lens 

Portable $3.45° 
Built-in Auto Slide Changer 


The perfect visual aid for business and industr 
See your dealer now . » Of write Dept 


Camera Optics Mfg. Corp. . 
~*~ 101 West 47th Street, N.Y.C. 36, N.Y po 


sOumwar oF tHe 


HOSPITALS eaom 


Ist in the field by 15%... 


16,276* 


Average Total Paid Circulation 


*ABC Publisher's State 
December 3 955 


@HOSPITALS 


Journal of the American Hospital Association 
18 East Division Street, Chicago 10, Illinois 


IT WOULD TAKE ANY ASTUTE 


to prove that Newsweek is the best buy 


GOVERNMENT 


Of all news and business mag- 
azines, Newsweek has the great- 
est percentage of circulation 
among government executives. 


Magazine Govt. Circulation 


NEWSWEEK 7.7% 


Time 74% 


U. S. News 6.6% 


Business Week 48% 


Nation's Business 6.2% 


Fortune 3.5% 


CIRCULATION BONUS 


Newsweek is currently delivering the 
biggest in the news and business 
magazine fields. 


BUSINESS, INDUSTRY, 
GOVERNMENT 


Newsweek delivers more readers 
in these fields . . . per advertising 
dollar... than any other news or 
business magazine. 
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AD MAN ONLY 10 SECONDS 


among news and business magazines 


ADVERTISING VITALITY 


Of the 100 largest consumer, business and 
industrial advertising campaigns appearing 
in American business and news magazines 
last year, 87 appeared in Newsweek...more 
than in any other magazine in this group. 


GROWTH 


Newsweek’s postwar circulation growth 
among industrial executives has exceeded 
that of any other magazine in the field: 


Magazine ’ 1956 Gain 


NEWSWEEK : 413,000 | 190,700 


Time 602,000 | 158,700 


U. S. News 272,025 | 176,525 


Business Week 145,475 81,575 


INCOME 


Newsweek readers have the second 
highest median income (exceeded 
only by The New Yorker) among 
ALL magazines checked by Starch. 


NEWSWEEK... Serving 
Americas Most Significant Million 
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In Philadelphia, buying begins at home 


The Bulletin goes home... delivers more copies 
to more people every seven days in 


Greater Philadelphia than any other newspaper 


Practically all buying in Greater Philadelphia begins at 
home with the entire family in on the decision. And the 
family newspaper is The Evening* and Sunday** Bulletin. 


The Bulletin packs selling power throughout a market 
noted for its buying power. Philadelphians like The Bulletin. 
They buy it, read it, trust it and respond to the advertis- 
ing in it. The Bulletin is Philadelphia’s home newspaper. 


*Largest evening newspoper in America. **R.O.P. editorial and advertising color. 


Advertising Offices: Philadelphia, 30th and Market Streets * New York, 342 Madison 
Avenue * Chicago, 520 N. Michigan Avenue. Representotives: Sawyer Ferguson 
Walker Company in Detroit * Atianta * Los Angeles * San Francisco 


In Philadelphia nearly everybody reads The Bulletin 
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TO THE EDITORS 


’ 


Paul Butler: Arm Salesmen with Facts to Talk Politics 


“Advertising slogans they 
welcome less .. . 


Epiror, SALES MANAGEMENT: 

On the question of mixing sales 
and politics during an election year 

“Is It Bad Business for Salesmen 
to Talk Politics?,” May 20, p. 25) 
—I am convinced that interest in the 
1956 election is as high as it was in 
1952. Civic-minded people, among 
them your readers, always want facts 
on which to base an intelligent deci- 
sion at the polling booth. Advertis- 
ing slogans, I believe, they welcome 
less—especially if they own TV sets 
and have trained their ears to close 
whenever their sets take on that ag- 
gressive sales tone. 

So far as politics raising tempers is 
concerned, it is my experience that 
political become really 
acrimonious as soon as those taking 
part run out of facts, and have to 
resort to stereotypes and name-calling. 
I should think that customers, in an 
election year, will want to talk poli- 
tics. Consequently, the best prepara- 
tion salesmen could make would be 
to arm themselves with enough facts 
to support their personal points of 
view with calm 
sation. 


discussions 


and rational conver- 


Paul M. Butler 


Chairman 
Democratic National Committee 
Washington, D. C. 


Infant Sales Prodigy 


Epiror, SALES MANAGEMENT: 

In The New York Times, Sunday 
May 6, there appeared an advertise- 
ment for a “Senior Marketing Con- 
sultant.” 

He must have had a minimum of 
10 years’ experience in “sales admini- 
stration, marketing, research, plan- 
ning and related activities.” 

He is eligible if he is 33 years old, 
or not more than 43. If he is 33, and 
to cover these several fields and have 
a working knowledge of just one of 
them, what an infant prodigy he must 
have been at 23 years of age! 

Because in 10 years he is to be pre- 
sented to clients as a competent au- 
thority on at least three major sub- 
jects, any one of which is vastly com- 
plex. Market research alone is as tech- 
nical and specialized as one of the 
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At 43 
years, the situation would be quite 
different. 

In fact, this sounds like one of the 
firms of consulting engineers which 
occasionally seek to cover the water- 
front by offering sales and merchan- 
dising counsel with only the vaguest 
idea of what it is all about. 

It is perhaps as well that this is 
signed by a box number, because in- 
dustry with sales problems does not 
insist on college degrees for their ad- 
visers, but will listen with respect to 
mature businessmen who have been 
through the mill all that this im- 
plies. 


major phases of “engineering.” 


A. McDermid 
New York, N. Y. 


“What It Takes to Be a Man—" 


Epiror, SALES MANAGEMENT: 

This is a little tardy, but I would 
like you to know that I believe John 
M. Fox’s article in the April 1 issue 
(‘““What It Takes to Be a Manager,” 
p. 25) is without doubt one of the 
finest expositions on the subject | 
have read. And, like all of us, I guess, 
| have read and heard a wide variety. 

Without attempting to be facetious, 
the “ager” could have been dropped 
off the last word of the title, and it 
would have been just as pertinent. 

This is the type of thing that 
should be reprinted and recirculated, 
I believe, again and again, in the 
same manner as “Acres of Dia- 
monds.”’ 

Congratulations to Mr. Fox and to 
SALES MANAGEMENT for a real con- 
tribution to the art of management. 


I, ‘<i Hillman 


Assistant to Comptroller 
The Diamond Match Co. 
New York, N. Y. 


“Cold Turkey" 


Epiror, SALES MANAGEMENT: 

I noted in “Letters,” May 20 
issue (p. 15), Zenn Kaufman’s in- 
quiry about origin of “cold turkey.” 
Here it is: 

Cold turkey is derived from a nat 


(continued on page !7) 


For easier selling — 
better training — 
greater meetings 


Replaces blackboard. Uses large, modern paper 
pads. This versatile ali — easel is also 

for lerge card harts or turn- 
ever charts. Strong yet a al in weight. Folds 
in a jiffy for easy portabi lity or storage. 
Thousands In use by big b 
Other models avaliable. 


ver ywhere. 


Write for tree 16-page Illustrated catalog. 


ORAVISUAL COMPANY, INC. 


Factory—Box 609, Sta. A St. ah Mrs Fia. 


PARTNER WANTED 
ORGANIZE NEW BUSINESS 
In profitable electrical line, offering steady re- 
peat business; mail sales background helpful but 
not necessary; fullest investigation invited from 
serious applicants only; maximum risk $2000 each. 


Box 3201, c/o Sales Management 


AND ILLUSTRATIONS @ 
. A RI FOR FAST LAYOUTS 
There’s nothing like the monthly Clipper for 
fast layout in emergencies. BIG NAME firms 
that you know depend on the Clipper for Clip- 
Art. Free ple. No obligation. Address... 


MULTI-AD SERVICES, INC. 


Box 806-S Peoria, Illinois 


FOR SALES MANAGERS 


Did you lose sales last month because 

your product wasn’t on the Consulting 
Engineer's Specifications? 

Sell the man who Writes the Specifications 
CONSULTING ENGINEER 


27 Wayne St., St. Joseph, Michigan 


The 


New Yorker 


really 


gets 


around! 


With the alert literati, for example. So far in 1955-56, 32 books 


have already been published, all or part of which first appeared in The New Yorker. 


THE 


NEW YORKER. 


New York, Chicago, London, San Francisco, Los Angeles 
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Now Over 


cotic addict’s vocabulary. Part of the | , LY, enue 

syndrome of narcotic’s withdrawal is | Be ; Vy Million Peopie 

the pimpling of skin (goose flesh) | @aRaOR 

and lowered temperature of skin sur- | 

faces. This obvious physical condi- | eid WITH 

tion which addicts became familiar | J ‘ 

with personally or via the grapevine | h . . . 
eau identified with ake flesh | MME 57% on the Illinois Side 
rather than goose flesh which already | [Rm 

had its own meaning in common use. | hea 

Thus, cold turkey soon took on the nay ROCK ISLAND . MOLINE . FAST MOLINE 
meaning of withdrawal of narcotics | - 

with further connotation—without | 

outside help or easing through other | ; Write for new market data folder 

drugs ... (which so far haven’t been | 
any help anyway). 

From the narcotic addicts the ex- 
pression was taken up by the under- 
world generally and then crept into | 
general use. In general use it tock on 
the meaning of doing something with- Quad-Cities’ Largest 
out help or advance preparation— Combined Daily Circulation 
which carries over to the addict’s com- 


plete withdrawal without help or ad- The Mol ine Dispatch 
vance preparation. : 
Soe The Rock Island Argus 


on the Quad-City Metropolitan Area. 


Editor 
Sales Meetings 
Philadelphia, Pa. 


Protests Distorted Maps 


Foros, Saurs Mavicenxt: || DIRECTORS OF RESEARCH 


It has been forcibly brought to our | Tire : F F 
notice that your method of showing | The following companies and many other leading business 
area population and purchasing power | organizations have used Crossley, S-D Surveys for marketing 
by use of a distorted map is mislead- research services. 
ing. It has damaged this newspaper 
because it has been misunderstood and 
misconstrued. 

We take great exception to Freder- 
icton being misplaced on the map of 
New Brunswick. This is the capital 
city and its location is inalterably the 
geographical center of a rich central 
New Brunswick market, whereas 
your map places the city far off to the 
edge of the province, and our market 
area is shown as belonging to Saint | When you are considering a marketing research survey, we 
John: ... . would be glad to discuss your project with you. 


J. H. Albert | CROSSLEY, 


American Telephone & Telegraph Co. International Latex Corporation 
Batten, Barton, Durstine & Osborn, Inc. Lever Brothers Company 
Benton & Bowles, Inc. McCann-Erickson, Inc. 
Business Week Monsanto Chemical Company 
Dow Chemical Company Owens-Illinois Glass Company 
Foote, Cone & Belding J. Walter Thompson Company 
R. T. French Company United States Department 
General Electric Company of Agriculture 
Gillette Safety Razor Company United States Department 

of Interior 


The Daily Gleaner 
Fredericton, N. B. 
Canada 


> Distorted maps are just what the 
name implies—distorted to show rela- WIV 
tive size rather than precise geographi- 2 
cal location. We are sorry that any ad- INC. 
vertiser received the wrong impres- 
sion about York County and the city Affiliated with Stewart, Dougall & Associates 
(continued on page 19) 
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Growing 
with Chicago 
... the new 

Sun-Times 
building 
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SUN-TIMES =S 


Sprawling Chicago can’t really be reached by any one 
daily newspaper. Fact is: no one paper here reaches even 
half the people. You need two papers to reach a majority 
—and one of them must be the Chicago Sun-Times. Rea- 
son is: the Sun-Times hits the younger market. Fact is: 


the Sun-Times alone is read by more young women (un- 
der 35) than any other paper in this giant market! 


NEWSPAPER OF THE NEW CHICAGO 
mer «(211 W. Wacker Dr., Chicago * 250 Park Ave., N. Y. C. 
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of Fredericton. In net effective buy- 
ing income the county is third highest 
in the province and in both income 
and retail sales the city of Frederic- 
ton is topped only by Saint John and 
Moncton. 


Speakers Win Friends 
Epiror, SALES MANAGEMENT: 

The article on Weirton Steel Co. 
(“Weirton Finds P-R Dividends in 
Company Speakers Bureau,” May 20, 
p. 42) I found very interesting. | 
have passed it on to our sales man- 
ager. 

We do not sponsor an elaborate 
speaking bureau within our organiza- 
tion, but we do have a P. I. program 
whereby members of our organiza- 
tion speak at local and civic gather 
ings, as well as national, at various 
times and on various subjects, mostly 
in regard to our products, our place 
in the community, etc. 

We have sponsored this type of 
program since our founding in 1932, 
as we have always found our local 
community quite eager to léarn about 
the aircraft industry. Our speakers 
are not from one department, but are 
from our Public Relations, our Per- 
sonnel, our Sales, our Manufacturing, 
and our Engineering Departments. as 
well as those from management. 


(Mrs.) O. A. Beech 


President 
Beech Aircraft Corp. 
Wichita, Kan. 


Legislators Overlook ‘Sales’ 


Epiror, SALES MANAGEMENT: 

In following some of the debates 
in Congress, I continue to be amazed 
at the failure of our legislators to re- 
alize that the very life of this country 
is based on sales of merchandise and 
services. Their blindness in this re- 
spect is most evident when discussing 
advertising. Between 1918 and 1925 
I bumped into this attitude during 
numerous appearances before Con- 
gressional committees. Here’s a sub- 
ject that I think would justify appro- 
priate editorial comment by SALEs 
MANAGEMENT from time to time. In 
state legislatures as well as in Con- 
gress, there is always some backwoods 
statesman who wants to put a special 
tax on advertising—perennial threat. 


Jesse H. Neal 
Dunedin, Fla. 


(Editor’s Note: Mr. Neal, now re- 
tired, was secretary, 1916-26, of As- 
sociated Business Publications, Inc.) 
JUNE 
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ADVERTISERS 


CAN’T BE WRONG! 


That's the number of accounts that used 
the Buffalo Courier-Express during 1955 
(Classified not included). Of these, 1,398 
were retail advertisers. 1,851 were national 
accounts. 


These advertisers were responsible for a 
lineage increase of 80% over 1945 figures. 


Yes, more and more advertisers are profiting from the 
fact that the Courier-Express builds bigger sales boosts in 
Buffalo. Use the Morning Courier-Express to get more adver- 
tising for your dollar concentrated on those with more dollars 
to spend. And the Sunday Courier-Express for maximum 
coverage in Buffalo’s rich 8-county market. It’s the state’s 
largest newspaper outside of Manhattan. 


ROP COLOR available both daily and Sunday. 


BUFFALO COURIER-EXPRESS 


Representatives: Scolaro, Meeker & Scott Pacific Coast: Doyle & Hawley 


LERMER PLASTIC CONTAINERS 
Help You Make Satisfied Customers 


Package your products in Lermer Plastic durable, hand 


some containers. They are shatterproof, 75% lighter than 


glass, available clear or Opaque in many colors, can be 


printed or decorated and are available with metal or 


plastic closures. Write for complete catalog information 


and samples. If possible, send along products for partic 


ular suggestions 


LERMER PLASTICS, INC. o2) Sout” t's 


REPRESENTATIVES IN THESE CITIES: Rochester, Memphis, Miami, 
Cincinnati, Columbus, Cleveland, Chicago, Detroit, Minneapolis, 
San Francisco, Los Angeles, Toronto. 


PiONEERS AND SPECIALISTS 


to rise—up 10.7% for 
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An essential magazine 


Essential to more and more readers 


Class News Magazine Essential to more and more advertisers 


Advertising offices at 30 Rockefeller Plaza, 
New York 20, N. Y. Other offices at Boston, Chicago, 
BY ANY OTHER MAGAZINE IN THE FIELD Detroit, Cleveland, Philadelphia, St. Louis, 


Los Angeles, San Francisco, and Washington. 
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in THE INQUIRER 


-than in any other 


Philadelphia newspaper 


Advertising linage is the final measure 
of a newspaper's sales power 


Che Philadelphia Prquirer 


Constructi ely Ser ing Delaware Valle Y, U.S.A 


) Representotive West Coost Representative 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
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SIGNIFICANT TRENDS 


Marketing News as Viewed by 


THE TRADING STAMP STAMPEDE by the na- 
tion’s grocery chains is giving food manufacturers 
cause for concern. Retailers, they feel, are getting 
so deeply involved that they may soon look for sup- 
pliers to come to their rescue. The fact is: The 
stamps, originally brought in as sales builders, are 
beginning to chew away at retail profit margins. But, 
with an estimated 40 million housewives busily 
filling stamp books today, the stores wouldn’t dare 
give them up. So, the only course is for them to 
seek bigger margins; perhaps consider changing to 
higher-profit brands. This could upset a lot of apple- 
carts! 


What has happened here? According to “Premium 
Practice,” a Bill Brothers publication, just about 
every major chain, with the exception of A & P, 
either has, or is contemplating, some sort of trading 
stamp operation. This includes some hitherto highly 
vocal stamp foes. During the past year the stamp 
business has increased 76% among food retailers— 
and in two years it’s jumped 224% . Food stores are 
no longer taking on stamps with a hope for new 
profit, but primarily to meet competition, sustain 
volume and traffic, to satisfy the almost insatiable 
public demand for them. 


Currently $212 million worth of trading stamps are 
being issued with $10.6 billion worth of retail sales. 
They cost the retailer two-tenths of a cent apiece 
and for most stamp-giving plans this cost is equiva- 
lent to 2% of gross sales. Generally he needs a sales 
increase of 15% to 20% to liquidate the cost of 
the stamp plan. With everybody now in the act, a 
gain of that size is considerably more than difficult. 


What’s the answer? There is no easy one in the near 
future. Consumers like to be “thrifty” stamp savers 
and though grocers may moan, they’re just. getting 
started. Other retailers, even restaurants, may soon 
be issuing stamps. Some grocers are resigned to con- 
sidering the stamps a service—a part of overhead— 
like the store parking lot, charge accounts, and 
free delivery. 
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the Editors 


The next big stamp step, forecasts “Premium Prac- 
tice” Editor Bob LaVine, will be made by manufac- 
turers—mostly in the grocery field. He sees them 
issuing coupons redeemable for trading stamps at 
the consumer’s neighborhood retailer. The retailer, 
in turn, redeems them, like discount coupons, with 
the manufacturer. Or, the manufacturer could en- 
close the coupons in cases of his product as a dealer 
premium. It would have to be a coupon since each 
outlet normally belongs to a separate stamp plan 
This would allow the retailer to obtain free stamps, 
thus cutting his stamp-operation costs. 


Conclusion: {t looks as though the stamp stampede 
will continue to pick up speed and the herd of re- 
tailers using them will grow. Manufacturers, whole- 
salers, dealers and merchants in stamp-employing 
industries will undoubtedly see their relationships 
change rather markedly, because unless the stamp 
costs are offset by proportionate volume increases, 
something’s gotta give! 


THE TEEN-AGE MARKET, almost everyone 
agrees, is a wonderful one for ice cream, comic 
books and purple suede shoes. But how many mar- 
keters of furniture, baby carriages and kitchen ap- 
pliances give it all the attention it deserves? 


Here are some facts by Eugene Gilbert, the youth 
researchist, which show that the kids we think of 
as just out of the cradle are actually in the market 
for one: 


(a) Peak marriage age for women is 18. 
(b) Median marriage age for women is 
20.1. 

(c) One-third of all first children are born 
in the U. S. to mothers of 20 or under. 


The Hires Co., of root beer fame, with 80 years’ 
soft drink experience behind it, thinks very highly 
of the youth market. So highly that its 1956 adver- 
tising—up 10%. to $1,250,000—will be aimed 
100% at young people 14 to 22 years of age. 


(continued) 


Significant Trends 


ADVERTISERS STAND TO GAIN from the cur- 
rent trend toward deeper, more penetrating research 
studies of reader-listener-viewer habits. There’s a 
new and growing research-consciousness throughout 
media-land. It manifests itself in (a) the increasing 
scope and number of newspaper measurements of 
reader buying power, local brand preferences; (b) 
the testing and retesting of editorial impact by both 
business and consumer magazines; (c) the ratings 
and surveys being conducted by radio and TV 
through independent research organizations. These 
studies help the advertiser by giving him a clearer 
view of the audiences he is buying. 


Most outstanding of recent surveys—and we're not 
overlooking the comprehensive and useful depth 
report on Spot Television issued last month by Tele- 
vision Bureau of Advertising, Inc.—is the big and 
very expensive one just done by “Better Homes and 
Gardens.” It’s a real trail-blazer. 


BH&G engaged Alfred Politz Research, Inc., to do 
“A 12 Months’ Study of Better Homes and Gardens 
Readers.” Politz conducted 25,113 interviews with 
7,512 respondents over the year. Of these, 5,448 
were interviewed four times at spaced intervals. 


Eight new research areas were explored in the study 
—areas which magazine advertisers have had to 
guess at or assess from the naturally biased opinion 
of the space salesman. Here’s what BH&G got 
answers to: 

1. Reader reading habits over a full year’s issues. 

2. The number of different issues that are read 
out of 12 consecutive issues. 

3. How the magazine is disposed of after the 
primary reader has finished with it. BH&G now has 
proof of considerable secondary readership. 

4. The actions readers take as a result of reading 
the editorial and advertising material in an average 
issue. 

5. How much back-issue reading is done. It’s 
considerable, BH&G found and can document it. 

6. The number who save and who make refer- 
ence to clippings. 

7. What part of BH&G readers are willing to buy 
and try new products. 

8. The effect of continuity of readership as re- 
lated to reader possessions, purchases, actions, clip- 
pings and references to back issues. 
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This pioneering by one magazine is just a start. 
Others will attempt to explore additional reader 
actions and reactions. New areas for research will 
be tapped and new research techniques will evolve. 
The other major and minor media are plowing new 
furrows in their own fields. The net result, from 
the advertisers’ standpoint, will be a better-than- 
ever answer to that question of some years back— 
“Who’s Listening?” 


NEW PRODUCTS ARE COSTLY to market .. . 
and it takes a long time to recover your investment. 
The cost of marketing expenses in launching a new 
grocery product, said W. R. Forrest of Foote, Cone 
& Belding recently, “is never less than $1 million; 
marketing expenses could run to $10 million to 
$20 million and take three to 10 years to recover. 
Only three or four of every 100 new products 
‘hatched’ ever reach the point of actual presentation 
at the wholesale level.” 


NEW CAMPAIGNS ARE A GAMBLE and any- 
thing that will reduce their chance of failure with- 
out increasing the cost is almost sure to be popular 
these competitive days. Media are alert to this 
trend. 


CBS Television Spot Sales for instance, has a “Spot- 
Check Plan” which encourages the advertiser to test 
campaigns, commercials and the use of spot TV 
as a medium in a few markets before expanding to 
other markets or going national. 


According to Clark George, general sales manager, 
CBS Television Spot Sales, the plan is simply this: 
You, the advertiser, buy a minimum 13-week spot 
package in any one of 12 markets. (Cost might be 
as little as $250 a week or as much as $4,500 
weekly, depending on market chosen.) Before spot 
announcements run, CBS, through Pulse, inter- 
views 500 people in your test area, and 500 in an- 
other area, on their disposition toward your prod- 
uct. After schedule is complete, 500 are checked 
again in test area and in area not receiving your 
spot messages. For this, CBS makes no additional 
charge. The advertiser can, on the basis of infor- 
mation gathered, decide whether his television ad- 
vertising approach is worth taking on a big scale. 
Evident in the CBS plan is a trend toward more 
service by media. 
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When a Man Totters 
On the Brink of Failure... 


. . . what can you do? You accomplish little by merely telling him where 


he is wrong. But if you can fire his desire and arouse his determination to 


help himself, he can be led to overcome all the negative and destructive 


attitudes that limit his effectiveness as a salesman and create contention 


with his fellow men. 


The author of this article writes out of a wide experience in working with 


salesmen and sales executives who have developed personality prob- 


lems that threaten their careers and destroy their opportunities for 


advancement. 


The fact that a man has been mar- 
ried 20 years without issue may not 
appear to be related to his effective- 
ness as a salesman or to his chances for 
promotion when a district manager- 
ship is open. Conversely, the fact that 
this man, deep down, realizes that he 
is not the man marked for advance- 
ment now or in the future, would 
appear to have nothing to do with his 
not achieving fatherhood. 

Of course, the two are not neces- 
sarily related. Yet lacks in a man’s 
personal situation, and inadequacies 
in his vocational achievement, usually 
have some common underlying factor. 
When you get down to the root, there 
is usually some failure in human rela- 
tions. 

I cite this very personal situation 
at the beginning of my examination 
of instances of men salvaged from 
failure or mediocrity, because it hap- 
pened recently. And it dramatizes 
what I hope to make clear in this 
article: that the “atmosphere” a sales- 
man—or anyone else—carries around 
with him determines his success or 
failure in ail life relationships. It is 
paramount, of course, in his work. 
We will not name the man I have in 
mind, but here is the fascinating fact: 
After realizing that some hard work 
on himself was necessary if he were 
to go uphill instead of down in his 
career, and after acting on the reali- 
zation, he matured so remarkably 
that he was given an executive posi- 
tion. He is now about to have his first 
child. The basis of his self-transfor- 
mation was a deep change in his 
human relations, in his attitude to- 
ward other people. 

Take the case of a man who, hav- 
ing worked hard at it for many years, 
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BY HARRY G. SWIFT 


He is president of Harry G. 
Swift and Beckman .- Hollister, 
Inc., San Francisco, trainers of 
managers and salesmen. 

Earlier in his career, he was 
a sales manager with Marchant 
Calculators, Inc., operating a 
San Francisco agency for the 
firm. 

He has served as secretary of 
San Francisco Sales Executives 
Association, for the past nine 
years. 


achieved failure. I maintain it is as 
difficult to fail as to succeed. The 
energy many men put into behavior 
pointed at failure, if: positively used, 
could transform them into brilliant 
successes. 

So it was with Rudolph S. Ru- 
dolph. A man of 40 when I came in 
contact with him, he had been 19 


years with his firm, makers of a line 
of industrial building materials. His 
capacity for application, his experi- 
ence, his product knowledge, and 
other fine qualities, added to seniority, 
had advanced him to the point of be- 
coming an assistant sales manager. 
He had 10 men under him. It was 
at this point, when he was given 
some executive responsibility, that his 
dificulties began to be apparent. 
Neither he nor his men were making 
an adequate showing. 

A study showed that the men were 
not to blame. They were all good 
salesmen. They themselves knew what 
was wrong: They lacked the guid- 
ance, stimulation and inspiration of a 
leader. Rudolph was anxious, impa- 
tient, overcritical in his dealings with 
the men. He fussed over trivialities, 
worried far too much, was afraid to 
give credit when it was earned; yet 
he himself was overdependent on his 
superiors and needed too much praise. 
He irritated everyone and generated 
a negative atmosphere. 

The vice-president in charge of 
sales and the president of the firm 
were deeply concerned. It would have 
been easy to fire the man; his record 
and his attitude justified it. But be- 
cause of his long service with the 
company and because of his potential 
value based on his experience, intelli- 
gence and good qualities, they were 
loath to take such a drastic course. 
They realized also that because of his 
temperament, if he were dismissed, 
he probably would not be capable of 
a comeback. They were willing to 
attempt salvage. But Rudolph was 
hard to help: He would not admit 
that any change in him was needed. 

We decided on a bit of strategy. 
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We would take a group of men in the 
sales department and ask Rudolph to 
evaluate the work being done with 
them. It was explained that it was 
advisable for him to take the work to 
anderstand it. It starts with an 
“X-ray” picture of each man’s think- 
ing habits. This is done through a 
rating chart which lists some 60 
qualities, together with percentages 
of each which would contribute to a 
balanced mind, with emphasis on suc- 
cess in a selling situation. The chart 
is reproduced opposite, with explana- 
tions. 

After the rating, my reluctant re- 
port on Rudolph was that he was 
unfit to be out with the salesmen be- 
cause of his negative atmosphere, 
which he was obviously transmitting 
to them, and the disturbing and 
dampening effect he had on their ef- 
forts. He was found to be markedly 
undertolerant, overtempered, under- 
humble, very impulsive, overly pessi- 
mistic, greatly lacking in a sense of 
humor, much too introverted, over- 
analytical, very irritable, and basically 
unsure. His difficulty was all in the 
realm of human relations — in every 
other way he had all that was needed 
to do his work and advance in it. His 
failure in human relations seemed to 
stem in general from his own hidden 
sense of inferiority. 

His fearfulness became evident in 
an interesting way. He realized that, 
along with the salesmen, he too had 


been evaluated. Such evaluations are 
confidential and ordinarily a man 
does not see his own. But Rudolph 
did some diligent sleuthing and suc- 
ceeded in ferreting out the report. It 
made him angry and he rejected it 
entirely. It was required of him that 
he continue with our sessions, never- 
theless, and I was not surprised when 
he brought to the individual inter- 
views a most belligerant attitude. 

A man like Rudolph (or any man 
in my opinion) is definitely not helped 
by having his faults pointed out. If 
you try to find out what a man does 
wrong, and think you have found out 
and you tell him, it is unlikely that 
he will be able to do anything about 
it even though he may wish to. With 
his mind fixed on this “wrongness,” 
he'll go and do it again. It’s as useless 
to try to help a man by “correcting a 
fault” as to go into a dark room and 
try to pack up the darkness and carry 
If you want illumination in 
that room, you turn on the light. In 
the same way, to help a man to change 
his human attitudes, you must show 
him a new world, a new self, give him 
a new practical philosophy. Actually, 
it is neither a new world or a new 
self but forgotten ones — the world 
and the self of childhood. Then he 
was spontaneous, open, confident, un- 
discourageable as a kitten; enthusi- 
asms were natural; he found it easy 
to love. Or, rather, he found it hard 
not to love. 


it out. 


SWIFTISMS ... 


of thinking. 


darkness disappears. 


the atmosphere. 


Reminding a man of his faults intensifies them. 


You can't make a good man better or a poor man good 
unless you whet his appetite to want to change his habits 


You don't pack up the darkness in a room and put it in a 
closet and then turn the light on. Turn on the light and the 


Successful selling is at least 50°/, atmosphere—mood— 
proper human relations; 25°/, is product knowledge and 
25°, effort. The quality of the last two is ame. ah on 


The world we see around us and the people in it are only 
our point of view of them. Clean the window and the sun 
comes through unlaboredly. 


Is there any better way to sell yourselves to another than 
by loving the guy? No matter how he acts, treat him with 
affection, thus separating the event from the person so as 
to treat the event without emotion. 


Now Rudolph, during the difficult 
process of acquiring the experience a 
man must have and the knowledge 
called for in his adult life and work, 
had forgotten the world and the self 
we have just referred to. He couldn’t 
be spontaneous with others, he couldn’t 
relax. Laughter and the ability to 
play were forgotten. He carried 
around with him an atmosphere of 
tension, anxiety and negation. He 
didn’t know about this atmosphere, 
but others were influenced by it. 

The atmosphere of the human rela- 
tion of a sales situation is 50% of the 
sale. Product knowledge is 25%. 
Effort is 25%. 

Why is it one salesman is rejected 
summarily, while another offering the 
same product, same price and same 
delivery is welcomed with open arms ? 
It is the atmosphere that he exudes 
which is nothing more or less than his 
habits of thinking, his philosophy 
his habits of thinking about his pros- 
pect, his firm, and life in general. 

The work with Rudolph helped 
him to find his lost self. He resisted 
for weeks. He was morose and an- 
tagonistic in our sessions. “Then, one 
day, as if a dam had broken, he gave 
in, he gave up. It’s no use trying to 
describe this sort of thing. We'll say 
he achieved self-revelation. From then 
on he was able, and eager, to help 
himself. And he did. Spectacularly. It 
was evident to everyone, not least to 
his sales manager and the president. 

Not long after, the sales manager 
told me he had a vacancy coming up 
in another branch — an important 
managership. Because of the remark- 
able change in Rudolph he was think- 
ing of offering him the opportunity. 
Was it a good idea? I thought it was, 
that the man was now ready to take 
executive responsibility. By the time 
he had completed the course in Phi- 
losophy and Science of Management 
Training he had started, I was con- 
fident that he would be able to do an 
effective job in the distant branch. 

When he had been in the new posi- 
tion a few months, the vice-president 
spent a month with him. He came 
back to San Francisco headquarters 
very happy. He had found complete 
harmony at the branch, the salesmen 
were working enthusiastically as a 
team. The new branch manager was 
successfully retraining the personnel, 
and the new salesmen he had hired, in 
accordance with the human principles 
that had made a new man of him. 
The atmosphere of the whole place 
was warm, eager, creative. “In fact,” 
the vice-president reported, “it fairly 
crackled with inspiration.” The pay 
off was that the office, which for a 
long time had been doing poorly, was 
now showing a profit. 
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The Well-Balanced Salesman 


60 Qualities, and the Percentages of Them 
Make a Balanced Sales Personality 
* * * 
75 Tolerant Thinker-Upper 70 Hard 75 Patient 
30 Temper Talkative 25 Worry 100 Short-Pull 
50 Humble Listener Skeptical 100 Long-Pull 
Thinks—Slow Worker Surface 100 Ist things Ist 
—Fast Lazy Deep 100 Fin. what started 
Acts —Slow Self-starter Introvert 10 Defensive 
—Fast Irritable Extrovert 65 Speed 
10 Impulsive Emot. control Friendly 100 Good Taste 
75 Optimistic Blunt Sold on Self 100 Seeking 
25 Pessimistic Tactful Critical 65 Student 
30 Sensitive Analytical Conceited 25 Needs Praise 
50 Humor Details Frugal 50 Stubborn 
90 Sincere Superior Value sense 25 Fearful 
90 Honest Inferior 70 Team 0 Sarcastic 
100 Do-er 30 Soft 30 Lone Wolf 75 Ambition 


Over-all Rating With Training 


70°/, Good Material 
75°, Very Good material 
80°/, No Question 


50°, Not economically worthwhile 

60°, Worthwhile economically if 
has special knowledge 

65°, Fair Material 


*80°%, rating. 


Areas for special attention are circled. 


Balance is required in each of these qualifications, For in- 
stance, a man who is 100 per cent tolerant is likely to be a 
doormat'’ where a man who is only 50 per cent tolerant 


could easily make a bad impression. The percentages on the 
left hand side, that is the column marked with an asterisk 
are what we consider well balanced for a salesman. 


There’s an interesting sequel. The 42. 
president of the company was so im- 
pressed with what Rudolph had ac- 
complished that he has started the should; neither were his relations 
same course of training himself. with others in the office always of the 

There is a tendency in nearly every- best. He found himself too often 
one, when he becomes aware of some- He knew he 
thing amiss in human relations, to 


Not long ago he began to feel 
that something was wrong. He wasn’t 
doing as well in his selling as he 


Al, I ran into Harry at the Rotary 
Club in San Francisco. I didn’t 
know that he knew Al had come to 
me so | was surprised when he asked: 
“What in the name of heaven have 
you been doing with Al Malone?” 


caught in arguments. I replied that I had done nothing, 


tackle the matter from the standpoint 
of what the other fellow is doing 
wrong. Yet, as the president of the 
company in our story realized in a 
remarkably clear-headed way, there is 
only one place to make a needed 
change in any human relation and 
that is in our own thinking. Any- 
thing that is said or done can be 
taken in many different ways. Sup- 
pose a man says to me, “You're a first 
class s.o.b.”” I can flare up, call him 
names or hit him. I’ll get one result. 
Or I can smile, agree, “Well, maybe 
I am in some ways. What makes you 
say that?” and I’ve begun to sell 
myself to him whether he knows it 
immediately or not. 

Al Malone, a salesman with RCA 
Communications here on the West 
Coast, realized the truth of this. 
‘That’s his real name and he doesn’t 
mind my using it, he is so proud of 
what he has been able to do.) Al is 
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was apt to be cantankerous, to feel 
irritated even by his own customers 
and prospects. Much of his work 
consisted of calling on _ established 
customers, keeping them pleased, find- 
ing ways to get more of their busi- 
ness. This in turn meant finding ways 
to serve them, to uncover benefits. 
Finally, it meant establishing a cer- 
tain atmosphere of trust and warmth. 
Who creates the atmosphere? How 
do you go about creating it? 

Al and I worked on this for 20 
weeks. He knew he wanted to sell 
himself more effectively. Perhaps he 
had been overselling. It ended with 
his seeing that there was no better 
way to sell himself, whether in work 
or personal relations, than by loving 
the other guy. Seeing first what was 
lovable, he lost the urge to be argu- 
mentative. 

Harry Austin is vice-president at 
RCA for the West Coast and the 
Orient. After about 18 sessions with 


but Al was doing a lot for himself. 
Harry replied, “I’ve never seen such 
a change in a man in all my life. He’s 
grown up. He’s doing better busi- 
ness, getting along with people, he’s 
showing more wisdom, better judg- 
ment .. . it’s remarkable.” 

A few days later, Al called me on 
the telephone. He told me he had 
just been made San Francisco branch 
manager, at a good increase in salary. 
Stewart Roehrig, his sales manager, 
was frank in saying that he would 
never have received the promotion if 
he had not been able to make the 
transformation in his personal atti 
tudes. From Harry Austin I have 
since learned that Al is doing a ter 
rific job. 

An illustration of how such a 
change takes place, once a man has 
become aware of the need for it, 
comes from Don Stewart, a salesman 
with California Casualty Co. After 


(continued on page 136) 


How to Get a Head... 
Under a Hat 


Getting your head under a hat — a Lee or a 
Disney hat — will be Miss Caye Christie’s job. She 
is holding down — nicely, thanks — a unique job in 
the men’s hat industry. Caye is the only woman 
fashion consultant in the men’s apparel industry: 
She’s employed by The Frank H. Lee Co., Danbury, 
Conn. Her job is to travel the country, telling 
retailers and customers of the fashion revolution in 
menswear and how a gent’s hat should be coordi- 
nated with the rest of his ensemble. Before she 
joined Lee, Caye took the story of Revlon to the 
trade and consumers as a sales consultant. She 
trained people who toured the country carrying 
Revlon’s message onto the sales floor. For her new 
job with Lee she trained in a hat factory, the men’s 
department of a store, a men’s specialty hat shop 
places that had never played host to a woman before. 
They all survived the shock. Lee knows that women 
—who buy the family liquor—choose most of their 
males’ clothes. But until Lee hired Caye no manu- 
facturer had summoned the nerve to tell women 
what they should tell men to wear! 


If You Buy Food 
Wes Parker Knows You 


. and because he’s so aware of your grocery 


store, super market buying habits, Wesby R. Parker 
— for more than 10 years a v-p of General Foods 
Corp. — has been offered and has accepted the job 
of executive v-p of Dr. Pepper Co., one of the 
country’s top soft drink producers. The post has 
been vacant since Leonard Green moved from it to 
the company presidency. Wes was at one time head 
of General Foods Sales Division, went to that com- 
pany in ’44 as sales manager for grocery products of 
Igleheart Brothers, then part of GF’s corporate 
body. Before that he was with Pillsbury Mills, 
kneading sales. (He was with it 22 years.) A 
Brown University graduate, Wes went on to the 
American Institute of Baking where, among other 
things, he learned to bake a three-egg cake. One 
of his clubs is — honest — The Nargus Asparagus 
Club. . . . It is the growing importance of the food 
field in the marketing of soft drinks that made 
Parker’s appointment so timely. Roughly half of 
soft drink purchases are made in grocery stores and 
super markets. He'll headquarter in Dallas. With 
him: (r) John Hart, Johns-Manville, at a Jr. 


Achievement show. 
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THEY*RE IN THE NEWS 


BY HARRY WOODWARD 


The Trend in the Suburbs: 
Mrs. Housewife Buys Liquor! 


Meet the gal who’s going to help 
today’s housewife over the entertain 
ment ropes: She’s Mrs. Betty Mur- 

a pert, smart East Orange, 

gal who’s spent most of her 
career in the woman’s service field. 
Now she’s inaugurating Seagram- 
Distillers Company’s newly  estab- 
lished Home Service Department, of- 
fering various educational programs 
dealing with distilled spirits to wom- 
en’s clubs and organizations. It’s all 
part of today’s new entertainment 
trend which bloomed from the rush 
to the suburbs, Since the war’s end, 
housewives shop for spirits along with 


artichokes; previously a lady never 


dared enter a liquor store. Seagram, 
that began the industry’s “modera- 
tion” campaign, has been making a 
subtle pitch to the ladies with its 
gracious entertaining advertising 
theme. And Betty has been with Sea- 
gram for five years, as administrative 
assistant to the director of public re- 
lations. Before that she produced 
recipe booklets.for United Fruit. She 
knows her sales onions, too. She’s a 
marketing major from New York 
University. Anyone, she says, can 
entertain graciously, no matter where 
they live. She has cooked barbecue 
suppers for dozens in her apartment 


fireplace! 


Number Of Active 
Dealer Accounts 


Total Customer 
And Prospect Calls 


Total Prospect Calls 


Totem Poles Tell the Sales Tale 


Here's a device with which you can let each salesman know— 
confidentially—where he stands in relation to his colleagues. 


We live and work in a world of 
standards, averages, norms. The tall 
salesman, the fast talker, the heavy 
producer are tall, fast-talking, and 
heavy-producing by reason of com- 
parisons and contrasts. 

Most of us are deeply interested in 
how we “measure up” to others. We 
want to know how we compare with 
our peers. However, we may not wish 
our peers to know that we are achiev- 
ing less then they. 

One good way to answer the ever 
prevalent question “How am I 
doing?” is by a totem pole report. It 
helps salesmen to appraise in realistic 
terms the job they are doing. The to- 
tem pole report serves the individual 
salesman best when his place on the 
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BY JAMES F. BENDER, Ph.D. 


James F. Bender & Associates 


totem pole is pointed out to him con- 
fidentially. If he wishes to divulge it, 
that’s his business. 

Let’s define a totem pole report by 
describing the steps to build it. 

1. Select as many aspects of the 
salesman’s job as you wish: if he is 
a bituminous salesman, total tonnage 
of all sizes; total expenses accumu- 
lated from daily expense reports; 
sales cost per ton (in cents); total 
customer and prospect calls; total 
prospect calls; number of new deal 
ers sold ; total miles traveled ; number 
of active dealer accounts. 

2. Mimeograph (or print) an out- 
line of a totem pole (you may want 
to put your company emblem on top 
of it) with the pertinent data inside 


the totem pole. Arrange the data ac- 
cording to the ranked numbers put 
outside the pole. (Look at the ex- 
amples. ) 

Run off enough copies—number of 
pages times number of salesmen to 
whom the report will go. 

3. Indicate only the individual 
salesman’s standing on each totem pole 
with a rubber stamp: HERE YOU 
ARE. 

4. Bind the various pages in an at- 
tractive cover. 

5. Put the salesman’s name on the 
cover with a title such as: 

John Smith’s/Totem Pole Report 
January 1956 
Very Personally His. 
6. Include a letter of transmittal 
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Number Of New Dealers 


Sold (3 cars or more) 
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or introduction that paints a clear pic- 
ture of totem poles’ value: 


Dear John: 

You will be interested to have 
your Totem Pole Report. It 
shows your relative standing 
with respect to your fellow 
salesmen in: 

Total tonnage of all sizes 

page | 

Total expenses accumulated 
from daily expense reports 

page 2 

cost per ton in cents 

page 3 

Total customer and prospect 
page + 

Total prospect calls . page 5 

Number of “new” dealers 
sold page 6 

Total miles traveled page 7 

Number of active dealer ac- 
counts page 8 

We at the Home Offce rec- 
ognize factors such as size of ter- 
ritory, population density, and 
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Total Tonnage All Sizes 


competitive conditions affect 
each sales territory differently. 
Even so, you can get a good, 
over-all picture of your position 
in your territory in relation to 
your colleagues’ positions in their 
territories, 

Here is an interesting dis- 
covery: being high on the totem 
pole in one area doesn’t guaran- 
tee an equally high standing in 
other areas. From this we con- 
clude that performance always 
can be improved in at least one 
phase of our activities. 

If the majority of the fellows 
agree, we plan to make a similar 
report six months from now. 
Your continued effort will be 
needed, therefore, to remain near 
the top, improve your relative 
position, or keep others from 
passing you. 

Just one word more: This is 
a confidential report, shared only 
with you and your district man- 
ager. You may wish to discuss 
it with him. Please ask for any 
help that we may be able to give. 

With many good wishes, 

Cordially, 


Sales Cost Per Ton 
(in cents) 


Such a letter helps to personalize 
the report and stresses its confidential 
nature. 

The Totem Pole Report has been 
used successfully in many ways. Some 
companies have adopted it as a regu- 
lar yearly procedure. They find that 
it is accepted constructively by at 
least 95% of the salesmen. 

Individual division or district man- 
agers have used it as a means of stimu- 
lating competition among their sales- 
men. They use it with or without 
permission of the Home Office, de- 
pending on the responsibility as- 
signed them. 

Occasionally an enterprising sales- 
man—eager to know how he “rates” 
—gathers information from his col- 
leagues and thus constructs his own 
totem pole report. 

This type of report represents the 
“face reality’ school of psychology. 
To know the facts, to face them, and 
to do something about them-—when 
needed—is an excellent procedure for 
high-level salesmen. It works par- 
ticularly well when management pro- 
vides the leadership to help the sales- 
men ‘do something about the facts.” 

The End 
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HERTZ CORP. BRASS is geography conscious. Here they 
study U. S. map while they hear of the latest company 
acquisition and new car and truck rental stations from 
Joseph J. Stedem, executive vice-president (second from 
left, with paper). Others are (left) Hubert Ryan, Robinson 


Car Rental Division; O. K. Lebron, vice-president, truck 
leasing division; Paul A. Larson, vice-president and assist- 
ant general manager of the Hertz System; and (seated, 
right foreground) A. J. Shaughnessy, vice-president and 
general manager of the Hertz System. 


Gadabout Businessmen Push 
Car Rental Sales to New Highs 


Jacobs said. He noted a 28%. increase 
in April revenues over year-ago 
April. 

According to Joseph J. Stedem, 
executive vice-president, current car 
rentals run 70% for business, 30% 
for pleasure. 

Together The Hertz Corp. and 
Hertz Rent-A-Car System operate 
approximately 33,000 cars and trucks 
in 717 cities in the U.S., Canada, 


Hertz’ 80% jump in volume and 112% increase in net in- 
come are indicative of the expanding potential in a market 
created by the need for mobility when company men are in 
the field. Tie-ups with railroads, air lines are business 
builders. Hefty national advertising finds new customers. 


BY DAVID J. ATCHISON 


Forty million dollars will be spent 
in the next 12 months by The Hertz 
Corp., Chicago-based car rental and 
truck leasing firm, according to Wal- 
ter L. Jacobs, president and chief 
executive officer. 

Purchases will include more than 
10,000 passenger cars and 4,000 
trucks, Jacobs told stockholders at 
the recent annual meeting at Chicago 
headquarters. In addition, the cor- 
poration has concluded negotiations 
for acquisition of the New England 
properties of Richard S. Robie, presi- 
dent of rival Avis Rent-a-Car Sys- 
tem. Robie, who for 25 years prior to 
1955 operated as a Hertz licensee, 
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will become a Hertz executive. This 
acquisition will add 2,000 trucks and 
2,100 passenger cars to the Hertz 
fleet which totals more than 16,500 
cars and 16,000 trucks, Jacobs said. 

Stockholders learned of a 112% 
increase in net income in 1955, most 
profitable year in the firm’s 33-year 
history. Net income for 1955 was 
$2,517,928 after taxes. Net for 1954 
was $1,715,148. 

Hertz revenue in 1955 jumped to 
$39,128,234, an increase of 80% 
over the 1954 figure of $21,752,297. 
Revenues in the first four months of 
1956 were $15,810,035, an increase 
of 38% over year-ago $11,458,825, 


Alaska, Hawaii, Puerto Rico, and 17 
foreign countries. Hertz service is 
available at more than 1,000 loca- 
tions, including 227 airports and 165 
railroad terminals. 

Annually Hertz makes more than 
4,500,000 car rentals on an hourly, 
daily or weekly basis. Approximately 
16,200 trucks are under long-term 
lease to more than 1,850 commercial 
firms, and about 3,000 cars, in fleets 
of 10 or more, are under long-term 
lease to business organizations 
throughout the U. S. 

. “We learned many years ago that 
anyone who travels for business is a 
prospect for auto rental,’ Stedem 
says. “It makes no difference who in 
the company travels — the president, 
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management personnel, salesman, au- 
ditors, the people who put in window 
displays or conduct sampling cam- 
paigns, 

The Hertz organization comprises 
four and principal 
sidiaries of The Hertz Corp.: 


divisions sub- 


1. Hertz Stations Division. ‘This di- 
vision owns and operates approxi- 
mately 5,000 passenger cars and 
5,200 trucks in 35 of the larger cities 


of the U.S., Most of the trucks are 
under long-term lease, although a 


small percentage are available for 
transient rental. (Hertz Stations are 
also members of the Hertz Rent-A- 
Car System. They adhere to the same 
standards of operation and pay the 
Same advertising assessments and fees 
that Hertz System members do.} 


2. Metropolitan Truck Rental Serv- 
ice Division. This division operates 
approximately 4,500 trucks under 
long-term leases in the New York 
metropolitan area. Its operations are 
directed from the corporation’s New 
York office at 501 Tenth Ave. 


3. Robinson Auto Rental Division. 
Directed from the Chicago offices of 
The Hertz Corp., this division is en- 
gaged in the long-term leasing of 
about 3,000 passenger cars, in fleets 
of 10 or more, to commercial firms. 


4. Hertz System, Inc. Hertz Sys- 
tem, familiarly known as Hertz Rent- 
A-Car System, is a wholly owned 
subsidiary of The Hertz Corp. It 
grants franchises to independently 


owned vehicle renting and leasing 
operations, owns the Hertz trade- 
marks, and establishes the uniform 


standards and procedures under which 
the independent licensees, as well as 
Hertz Stations, operate. 

An important benefit to Hertz 
System members, as well as to Hertz 
Stations, is the handling of advance 
reservations for cars to be delivered 
in other cities on customer request. 
This division issues credit cards to 
responsible individuals and firms. 
They are honored by all Hertz mem- 
bers. 

These Call-a-Car lines have been 
installed as a result of agreements by 
Hertz with the Pennsylvania, Balti- 
more & Ohio, The Denver and Rio 
Grande Western, Southern Pacific, 
Union Pacific, Louisville & Nash- 
ville, Chicago and North Western. 

Hertz System was growing steadily 
until the start of World War II. 
“This really expanded the biggest 
part of our market,” Stedem reveals, 
“among the segment of people who 
must travel in cars to make a living. 
Uncle Sam said, ‘Look, you can’t 
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How a Selling President 
Saves Time by Car Renting 


EARLY 
man-President 
Engineering Co., arrives in Chicago 
after a quick flight from Moline. 


IN THE MORNING, Sales- 
Ray Henry, Henry 


m Fe j 


ANXIOUS to get started on business 
calls, he rents a brand new Hertz 


car at Chicago’s Midway Airport and 
is on his way minutes after landing. 


IN 45 MINUTES he’s at the Tractor Supply Co., on Chicago’s far northwest side, 
talking to W. V. Walker (left) and C. E. Schmidt about a new sales item. By 


public transportation the trip would have 


wm 


WITH TIME TO SPARE, Ray Henry 
has chance to make other calls, such 
as this one at The Nagel-Chase Manu- 
facturing Co. It minimizes trip cost. 


taken approximately two hours. 


AT THE AIRPORT, ready to go home 
after a successful day, he turns in 
car keys. Round trip flight and busi- 
ness calls all wrapped up in 12 hours. 
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there’s a limit 
to what 
even good men 


can take 


What gets your best men down? Not the orders 
fought for and lost. Good men take those in 
stride. 

What really hurts are the orders lost without a 
fighting chance to land them. And unless your 
catalog is immediately and conveniently acces- 
sible to all your good customers and prospects, 
your salesmen are surely losing too much busi- 
ness they never have a chance to get. 


Research in industrial selling proves that cata- 
logs are the most important factor in getting 
invitations to compete for an order. Research 
proves, too, that calls by invitation increase the 
chances of getting the order by over 300%, on 
the average. 

These stark facts make the questions in the 
adjoining column very important ones for you 
to answer...no matter how effectively you 
think your catalog is working for you now. 


GE Sweet’s Catalog Service 


a uivision of F. W. Dodge Corporation 
119 West 40th Street, New York 18, N. Y. 
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How effective is your 
catalog procedure? 


Careful answers to these questions 
will tell you. A “no” to any one of 
them is good reason to review your 
entire catalog program. 


1. Do you have a tested system for 
making sure your catalog reaches the 
important buying influences for your 
products...in the companies with volume 
buying power? —) 3 
yes | no 
(Sweet's market-specialized Catalog Files 
are distributed to the companies that 
have over 80% of the total buying power 
in the industries these Files serve. Indi- 
viduals who receive them are continually 
checked for their buying influence.) 


2. Does your present system pro- 
vide for the immediate distribution of your 
catalog to every good, new company that 
comes into your market? 

~*~ rc 
* yes J no 
(With daily access to Dodge reports on 
new plant construction, plus continuing 
market analysis and field research by its 
distribution staff, Sweet's spots potential 
new sources of business immediately; 
distributes appropriate Catalog Files to 
them as soon as their buying power is 
known and qualifies them.) 


3. Do you know how many of the 
men who have received your catalog have 
kept it, and have filing systems which make 
it easy for them to find and use it? 


yes | no 
(Catalogs bound, indexed, and distributed 
in a Sweet's File are always easy to find, 
cannot be misfiled or lost.) 


4. When your customers and pros- 
pects want to compare products, prepara- 
tory to calling in possible suppliers, does 
your system make it reasonably certain 
that your catalog can’t be overlooked? 


yes || no _| 
(Sweet's binds the catalogs of comparable 
products next to each other, indexes each 
one for easy reference. This minimizes 
the chances that any suitable product 
cataloged in a Sweet's File will be over 
looked when ready buyers are searching 
for the answer to a need.) 


5. Are you sure that ali of your 
important customers and prospects have 
your current catalog? 

yes - no 
(Sweet's distributes new Catalog Files 
each year. Every user of a Sweet's File 
is therefore certain that each catalog 
bound into his Sweet’s File provides him 
with the up-to-date and correct buying 
data upon which he can rely.) 


6. Has your catalog been prepared 
to give your customers and prospects ex- 
actly the kind of buying information about 
your products that they should have...and 
will it logically lead them to take the next 
buying action you want them to take: call 
in your salesman or distributor; write to 
you; or specify your product? 


yes | no | 


(Sweet’s has been designing and produc 
ing market-specialized, action-evoking 
catalogs for fifty years ... has had notable 
success in doing so designs and pro 
duces more manufacturers’ catalogs, by far, 
than any other company in the world.) 


There is a Sweet's Catalog 
Service office near you. A call 
or letter to any one of them 
will bring you prompt and 
thorough help in making sure 
your catalog...its design, pro- 
duction, and distribution 

results in more orders for you 
at the lowest possible cost. 
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have any more new cars, and only 
very few tires and a little gas.’ These 
people took to trains and planes. At 
the terminals we put them into Hertz 
cars. So they rented our cars at their 
destinations.” 

Hertz made its first railroad con- 
tact and its first tie-up with railroad 
advertising in 1926. Stedem placed 
advertisements in the San Francisco 
Chronicle and the San Francisco Ex- 
aminer, to sell coastwise travelers the 
idea of renting cars at either Los 
Angeles or San Francisco, or inter- 
mediate points, whatever their desti- 
nations. ‘Tie-in advertising with rail- 
roads today appears in newspapers 
covering 680 cities. 

“It’s only been within the last two 
years, however,” Stedem_ explains, 
“that we’ve made contracts with rail- 
roads to put in Hertz Service Stations 
(offices) and Call-a-Car telephones 
(in smaller railroad stations). We 
make an agreement with the railroads 
to service their passengers. ‘Che scope 
of our service depends on the traffic 
through the depot. If the railroad’s 
analysis of revenue is small, we put 
in a Call-a-Car telephone, and the 
customer has the car delivered right 
to the station door.” 

Whether the Hertz station is lo- 
cated at an airport, in a hotel lobby 
or railroad station, no one station 
affects another, the company claims. 

Stedem gives an example of how 
the car rental business can grow at 
a big rail terminal: Hertz opened a 
station in the Los Angeles Union Sta- 
tion in July 1954 with six cars. Gross 
for that month, $1,200. In August, 
traditionally the vacation month, “we 
had 50 autos running, for the biggest 
month of the year, just under $15,- 
000.” 


Easier Than Ever 


For the timid, Stedem explains, it 
is now much easier to rent a car than 
it was formerly. 


Today a customer 
needs only his driver’s license or a 
bona fide credit card — from an air- 
line, railroad, hotel chain, or the 
Diners’ Club. 

For pleasure driving Hertz has 
1,300 autos in Miami and Miami 
Beach this season. “Next year,” 
Stedem predicts, “we'll need at least 
2,000 cars. The four-month winter 
vacation peak is duck soup from our 
business standpoint.” 

What happens to the Hertz cars in 
Florida during the hot summer 
months? July to September is the big 
demand period in the north, so the 
company offers the cars to northbound 
travelers at greatly reduced rates. At 
the end of the season, people can drive 
the cars north free of rental charges. 


Only expenses are for gas and oil. 
Perhaps not even oil. Hertz trades 
the cars in every year with an average 
of 27,000 miles on the speedometers. 
They should not be burning oil at 
that stage. 

Car care by the public improves 
year after year, according to Stedem. 
‘Thirty years ago we rented to very 
young people and to oldsters who 
didn’t own cars. ‘The machines took 
some abuse. Today we rent to a more 
steady class of driver with no reason 
to abuse the cars.” 

The rail-auto plan, which makes it 
attractive for the traveling executive 
to use the train and then rent a car, 
was originated by Stedem in 1926, 
the year of the first commercial flight. 
Six years later, Hertz tied in with 
the airlines. 


Boost Air, Rail Revenue 


By encouraging sales executives 
and others to use trains and planes in 
combination with rented cars the rail- 
roads and airlines have found new 
revenue. For this reason, the rail-auto 
and plane-auto plans have been get- 
ting increasing boosts from the two 
carriers. 

Hertz maintains offices in more 
than 20 major railway terminals. 
Cars are garaged on the premises and 
the traveler can be on his way in a 
matter of minutes. Balance of the 
service is available through the free 
Call-a-Car telephone lines in about 
130 railway stations. In addition to 
ordering a car the customer may use 
the telephone to make advance reser- 
vations for a Hertz car to meet him 
at his next stop. 

These Call-a-Car lines have been 
installed as a result of agreements by 
Hertz with the Pennsylvania, Balti- 
more & Ohio, The Denver and Rio 
Grande Western, Southern Pacific, 
Union Pacific, Louisville & Nash- 
ville, Chicago and North Western, 
Chicago, Burlington & Quincy, At- 
lantic Coast Line, Seaboard Air Line, 
Southern, Missouri Pacific, and New 
York Central railroads. 

It is estimated that Americans drive 
450 billion miles between cities each 
year. If just 5% of this driving pub- 
lic could be converted to trains or 
planes and to the use of rented cars at 
destinations, the business of the rail- 
roads and airlines would more than 
louble, according to Hertz statistics, 
and the entire rent-a-car industry 
would increase many fold. 

Crowded and badly abused high- 
ways are making this type of travel 
increasingly popular not only with 
business people, but also with vaca- 
tioners. It is a convenience to reserve 
a car at the same time tickets are pur- 
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chased from a railroad or airline 
ticket agent or a travel agent. 

Although better known as a pas- 
senger car rental organization, Hertz 
collects revenues from truck rentals 
and leasing nearly two and one-half 
times greater than revenue from cars. 
Truck leasing operations represent 
the major investment of the corpora- 
tion. “Truck leasing has been so suc- 
cessful that in 1939 we almost headed 
out of the auto business,” Stedem 
declares, “despite the fact that it is a 
real sales problem. You can’t sell a 
truck lease through advertising, but 
advertising does a thorough job of 
conditioning the prospect. Each lease 
is a personal sales problem allied to 
the prospect’s trucking problem.” 

Hertz has 40 managers in major 
cities whose main job is truck leasing. 
There are seven salesmen in New 
York City, two to three in many 
smaller cities; in some the manager 
does the selling. Total sales force is 
40. Leases are for the truck’s life, 
usually five years. 

“We sell truck leases on a service 
basis, not by comparing prices and 
costs,” Stedem explains. “What do 
we mean, selling on service? Our 
salesman might say to the fleet opera- 
tor: “You possibly have a lot of equip- 
ment that is broken down and expen- 
sive for you to operate. What we 
have is a first-class truck and we can 
give you any type you want. Our 
trucks are built on the desk, with the 
proper frame and proper axle. Every- 
thing about them is tailored to your 
type of business.’ ” 


Used by All Industries 


Hertz truck-lease salesmen have an 
excellent sales presentation, a flip 
card book which supplies all the an- 
swers to prospects’ questions. It shows 
that trucks are leased to every type 
of business including many national 
brand names. The grocery and prod- 
uce industry leases the greatest num- 
ber of trucks, almost 10% of the 
total; furniture and rugs are next 
with 8.62%; beverages-wines-liquors 
third with 6.95%. Florists have the 
smallest percentage, .97. 

Other types of lessees include ap- 
pliance and electrical firms, brewers 
and beer distributors, newspapers and 
printers, laundries and dry cleaners, 
dairies, drug and tobacco concerns. 
“We even service from the cradle to 
the grave,” says Stedem, “by leasing 
to diaper services and undertakers.” 

The Hertz truck-lease salesman 
tells a prospect: “Our service takes 
you out of the maintenance business. 
It relieves you of the burden of this 
separate business, gives you happy 
customers, efficient deliveries, and 
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thus more time and funds to devote 
to your own business. Yet it does not 
deprive you of a single advantage of 
private ownership!” 

Prospects ave told that 
Hertz trucks also: 

1. Releases capital investment tied 
up in trucks. “We will purchase your 
present trucks at operating value or 
fair market prices, continue them in 
service, if suitable, or replace them 
with smart new trucks which we 
thereafter will replace as needed. 
You use this released capital in your 
own business.” 

2. Banishes many bookkeeping 
headaches. ‘We handle all details of 
filing of forms and payment of li- 
censes. We furnish public liability, 
property damage, fire and theft insur- 
ance and collision protection on all 
trucks, through your own broker if 
you prefer. Thus you never have to 
guess about your transportation costs 
—you can predetermine them. Every 
week you know the exact expense of 
each truck. This accurate cost infor- 
mation is declared invaluable by our 
customers. You are billed weekly.” 

3. Eliminates the extra trucks from 
the fleet. “Hertz has extra trucks 
when you need them — for an hour, 
day or week, or as long as the need 
exists. This makes it possible for you 
to use the absolute minimum of 
trucks you need, thus saves cost of 
buying and maintaining extra trucks 
for peak periods and emergencies.” 

4. Eliminates worry, trouble and 
needless costs involved in keeping 
trucks in safe, efficient, clean condi- 
tion. “We garage them, wash, repair 
and maintain them, furnish the gaso- 
line, tires, lubricants and _ licenses, 


leasing 


paint them expertly to your own 
specifications. You furnish only the 
driver and at all times, of course, 
have your accustomed control over 
him. Your trucks are engineered to 
do your specific job.” 

What is the cost? “We can de- 
termine costs only by a complete and 
confidential survey of your specific 
truck problem. If you now keep 
your trucks in good serviceable con- 
dition — clean and attractive — you 
may be surprised, as many Hertz 
customers have been, that you can 
lease trucks from us and enjoy all the 
foregoing advantages for less than it 
costs you to maintain your %wn 
trucks. 

“If your trucks are presently of 
poor appearance and give bad service, 
Hertz truck-lease service may in- 
crease your costs — but this increase 
will be more than offset by elimina- 
tion of truck failure on the street, 
better delivery performance and hap- 
pier customers. You will have trucks 
of excellent appearance on the street. 
They will have great advertising 
value to you and be representative of 
your prestige wherever they are seen. 
We'll be glad to make the survey 
without obligation to you.” 

From Hertz’ point of view, there 
is a big difference in maintaining 
passenger cars and trucks. Stedem 
says that “mechanical adjustments on 
cars are minor as the cars are sold 
at the end of each year. To maintain 
trucks we must have mechanical ex- 
perts who can keep a truck going 
well for five years. We try to stand- 
ardize to save time, materials and 
dollars, and to keep spare parts for 
immediate replacement.” 


next issue. 


July 6... Your New Date 


Sales Management, published for many years on the first and fifteenth 
of each month, will have a new publication schedule beginning with your 


Starting July 6, Sales Management will come out on the first and third 


’ Fridays of each month. 


reporting service. 


This new publication schedule will allow it to alternate with Tide 
(recently acquired by Bill Brothers publishing management), which is 
now issued on the second and fourth Fridays of each month. 


The two publications, edited separately and directed to distinct audi- 
ences, offer marketing people a comprehensive and complementary new 
Sales Management will continue to be edited ex- 


clusively for sales executives, while Tide will direct its editorial con- 
tent to the advertising executives. 
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Toledo is the Key to the Sea... 


Ninth largest port in the U. S., Toledo is the center 
of a billion-dollar market now. What will it be when 
the St. Lawrence Seaway is completed? Keep your 


sights trained on Toledo, the key to the sea. 


BILLION DOLLAR 


TOLEDO MARKET 


To open the door to the billion-dollar Toledo 
market you must use the proper key—and 
that’s the Blade-Times. There are no 


duplicate keys. 


Turn the key and open the door to: 


a market that is 10th in the U. S. among standard metropolitan 
eourity areas in per family income 


ist in the U. S. in home | wnership among cities of its size or larger 


Ist in Ohio in farm income (ABC Retail Trading Zone) and in 


average weekly industrial wage, 2nd in Ohio in average weekly wage 
for all employment 

. 3rd among Ohio's leading markets in automotive, food, drug store, 
home furnishings, liquor and total retail sales. 


And with all this: marketing assistance that adds grass roots impact to your campaign. 


Ser @Csteaertee “aot CO HET, 
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Why do some ads go farther than others ? 


Some sales messages go in one ear and 
out the other. Some are gone in a wink. 
A few really sink in. 

The ones that get the most mileage 
are the ones that get the most atten- 
tion. And this often depends on where 
the messages appear. 

If an ad appears in The Saturday 
Evening Post, it is bound to end up in 


the home. (It won't be left onthe train 
or skimmed at the beauty parlor.) For 
the Post is bought for the whole family 
and read by the whole family. It is 
picked up and re-read several times. 
It gets many hours of careful reading. 
That's why advertising in the Post goes 
farther and works harder. 
It gets to the heart of America. 


«ff 
ae 
Most 
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“| guess every 
broker today is 
a bear that walks 
like a. bull.” 


| fetiee R. BOWERS, Vice Presi- 
| dent, Brooke, Smith, French & 

Dorrance, Inc., Detroit, previews 
|. “I Don’t Want to Lose Your 
‘idea Se this week's Post. 
“With so many people making somuch 
in the market, the broker is acquiring 
the stature of the doctor or lawyer. 
But he has Ais troubles, too. He’s al- 
ways plagued for free advice. And he 
has to try to keep some people oui of 
the market. This broker doesn’t tell 
you how to make a killing, but his 
‘don’ts’ may keep you and your shirt 
from going to the cleaners!’ 


The suturdsy Evening ~ 
,) Wri Heve You Seen 
This Baby? 
he © te unr ete 


a 


in all, 9 articles, 4 short stories, 
2 serials in the June 9 issue 
_ of The Saturday Evening Post. 
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Hertz System’s truck and car 
fleet grew considerably last year 
through acquisitions of other com- 
panies in major cities. New members 
of the Hertz family include Metro 
politan Distributors, Inc., Storch 
Leasing Corp., and New York Truck 
Renting Corp., truck leasing firms in 
the New York metropolitan area; 
Rentways, Inc., truck leasing firm in 
the Chicago and New York areas; 
Uttal Rentals, Inc., Philadelphia, a 
car and truck leasing firm; Northern 
California Truck Rental Co., a firm 
leasing trucks in Oakland, Sacra- 
mento, and Fresno. 


More Acquisitions 


Also in recent months the com- 
pany concluded purchase of Atlantic 
Insurance Co., Miami, a firm special 
izing in truck and auto casualty in 
surance ; acquisition of a fleet of 800 
cars under long-term lease, together 
with the leases, from Drive-A-Car, 
Inc., New York; Robinson Auto 
Rental, Inc., Philadelphia, long-term 
car leasing; Carey Cadillac Renting 
Company of California, Inc., a 
chauffered limousine service; acquisi- 
tion of the Boynton truck leasing and 
car rental business in Milwaukee, 
consisting of 250 trucks and 100 cars, 
majority of which are operated under 
existing leases which were assigned 
to Hertz. 

In April the company completed 
negotiations to acquire Carey Driv- 
Ur-Self, Inc., largest car rental firm 
in the New York City area and one 
of the largest independent rental com- 
panies in the U. S. 

In the transaction Hertz acquired 
16 car rental locations in Manhattan, 
Brooklyn, Queens, and the Bronx, 
including facilities at La (Guardia 
Airport, Idlewild Airport, East Side 
Airlines Terminal, West Side Air- 
lines Terminal, Grand Central Ter- 
minal and Pennsylvania Station. The 
new owners expect to expand the car 
rental fleet to more than 1,000 auto- 
mobiles by early summer. 

Hertz’ 1956 advertising budget 
and schedule reads like ‘those of a ma- 
ior industrialist. The firm originally 
allocated $1,800,000 for national ad- 
vertising this year, but in late May 
saw the need of increasing the figure 
to $2,100,000. All advertising is pre- 
pared and placed by the Hertz ad- 
vertising agency, Campbell-Ewald 
Co., with home offices in Detroit. 

Hertz also is inaugurating a limited 
advertising campaign in Sunday travel 
sections of large-circulation dail 
newspapers. “If advertising in this 
medium proves successful, Hertz will 
allot more of the budget daily 
newspapers,” Stedem says. 


In 1947 the advertising budget was 
only $200,000. ‘Today local operators 
will match the budget figure with ad 
vertising in their local newspapers, on 
radio and television, and by direct 
mail. Hertz supplies them with adver 
tising kits. 

Passenger car rental advertising is 
appearing this year in national 
magazines, 11 of them consumer and 
the rest special publications serving 
teachers, travel and ticket agents, air 
lines and railroads. 

The Saturday Evening Post, Col 
lier’s and Life will carry one two- 
color and one four-color spread each, 
and six two-color single pages 
throughout the year, highest numbe1 
of page spreads Hertz has run in 
these three magazines. 

Reader's Digest and Sports Illus- 
trated will carry six two-color pages 
of each ad; Time, Newsweek, U.S. 
News & World Report, seven inserts 
tT single, two-color pages, also a new 
high for Hertz. Holiday and Na 
tional Geographic Magazine will run, 
six times, four-color single pages. One 
four-color page will appear in Fs- 
quire’s travel edition. 

In February and March, full-page 
Hertz advertisements ran in Grade 
Teacher, The Instructor and Scho 
lastic Teacher. Full-page advertise- 
ments were scheduled for American 
{viation, 12 insertions; Official Air 
line Guide, 12; Travel Items, 11; 
Asta Travel News, six; Railway 
Age, 12; Modern Railroads, six; 
Official Guide of Railways, 12; Ca- 
nadian Official Railway Guide. With 
Airlines, 12; Ticket Agent, six. 


Heavy Advertising 


Total circulation, 14,521,636, for 
passenger car advertising. 

‘Truck lease advertising is running 
in five national magazines and The 
Wall Street Journal. It includes long- 
term and transient rentals (hour, day 
or week). The March 3 issue of 
The Saturday Evening Post carried 
a four-color spread on truck leasing, 
and is being supplemented with eight 
quarter-page advertisements. 

Dun’s Review and Modern Indus- 
try is carrying six two-color single 
page insertions. The Wall Street 
Journal is running 13 168-line adver 
tisements. 

Advertising for transient rental: 
The Saturday Evening Post, six 112 
line ads aimed at the private use1 
(‘Move your own furniture!’’). 
Business users are reached through 
Fleet Owner and Commercial Car 
Journal, each with six two-color 
pages. . 

Hertz is by far the “most adver 
tised”’ of car rental firms. The End 
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THE HUMAN SIDE BY HARRY WOODWARD 


No more mixed greens for this young lady. Pro Frank Strazza is showing 
her how to put the ball where she wants it. It’s done with a special kit. 


A Birdie Every Time? Wellll: 
This Kit Should Bring Down Your Golf Score 


Want to take five to 24 strokes off 
your golf score? Without cheating? 
The Golf Research Institute, Inc., 
Westport, Conn., is turning out a 
“sure shot” Par-Kit package which 
contains a plastic gripfinder for put- 
ting and chipping, a new improved 
golf swing gauge for lining up the 
ball — it shows the exact angle of the 
club swing — and a new 16-page 
booklet, illustrated, called ‘Golf's 
Inside Secrets.” Add them all to- 
gether, says the company, and you've 
got a hand up on the local club’s 
irophy. (The booklet does not give 
you one piece of advice passed on to 
us by a rising young sales executive 
whose rise was temporarily stymied: 
“Don’t,” he warns his pals, “beat 
your boss at golf.’’) 

This kit is the result of two heads 
having been put together. The heads 
are on the shoulders of Andrew T. 
Rolfe, a young New York business 
executive, and Frank Strazza, the 
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nationally known golf pro. Rolfe, 
who is golf-happy, kept taking lessons 
from pros who assured him the ball 
had to be hit from “the inside, out.” 
But where, demanded Mr. R.., is that 
line? “Well, it varies,” was the usual 
answer. So Rolfe decided to invent 
something which would show people 
where the line is and the heck with 
the variance. He did. The first per- 
son he showed his invention to was 
Strazza. 

“Hmmm,” said Strazza. “I’ve got 
a gripfinder that might go well with 
that gauge.” 

So was born the Golf Research In- 
stitute. Last summer it expanded to 
corporation when the sales volume of 
the Golf Swing Gauge indicated the 
need for greater distribution. The 
company owns its own tools and dies 
but has the items made by independ- 
ent manufacturers, 

Rolfe, who is president, says that 
sales are picking up nicely. During 


the winter months the company was 
filling orders, at slightly under $5 ' 
each, totaling only about $100 month- 
ly. Now they’re well over $1,000 a 
month. So far Golf Research has 
advertised only in golfing magazines, 
using small space. But for some rea- 
son the inventions are going over 
biggest outside the U.S.: Orders have 
recently been coming in from Canada 
and — of all places — Glasgow, Scot- 
land, home of golf! 

The company also will rent you a 
film based on the booklet and the two 
inventions. And Rolfe thinks pros 
are inclined to be nest sitters. “Lots 
of them order the kit for themselves,” 
he says sadly. “But they don’t get us 
any orders from their customers.” 
Maybe the pros know on which side 
their greens are fertilized. 

Distribution, at the moment, is 
limited. A few of the more prominent 
New York sporting goods stores han- 
dle the Par-Kit. And a few outside 
New York. But most orders are 
placed directly with the company. 


Golfing Becomes a Science 

Here’s how the gripfinder works to 
make the player automatically hold 
the club square to the line of direc- 
tion: The player fastens the gripfinder 
to the club handle with tape. It fits 
any type club. Even children can use 
it. The new golf swing gauge, for- 
merly called the “Putt-O-Graph,” 
has been redesigned and given the 
name “Andy Rolfe’s Golf Swing 
Gauge,” because pros have pointed 
out that the device is perfect for 
showing the inside-out line for every 
club in the bag, putter to driver. 

One doctor recently and delight- 
edly wrote Rolfe that with the kit 
he had been able, one happy day, to 
do 18 holes in 20 putts. 

A golfer’s protractor is the way 
Rolfe refers to the Golf Swing Gauge. 
It has a sighting arrow which locates 
the line of direction, and a club path- 
finder, adjustable over an arc of from 
five to 21 degrees for measuring a 
player’s own angle of swing or inside- 
out line. This angle varies greatly 
with individual players. Hence the 
adjustable club pathfinder. The arrow 
is placed three inches behind the ball, 
pointed in the direction the players 
wants the ball to go. The club path- 
finder is then set at the desired angle. 
Man, you should be straight down the 
fairway, unless you’re hopeless. 

But with the country full of duffers 
and golf becoming the salesman’s avo- 
cation, Rolfe expects any minute he'll 
be barraged with orders. What hap- 
pens when everyone gets professional 
doesn’t seem to worry him. There’s 
always boasting, you know. The End 
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Here’s another part of the big O.E.M. Consider mechanized farming and 
the equipment that made it grow. The market for farm machinery was 
non-existent until design engineers created the products. And the bet- 
ter they made these products—the bigger the market grew. In 43 years, 
farm machinery business has expanded to nearly $2-billion in 1955. 


Product-design engineers Make Markets Grow 


Product Engineering Makes Sales Grow 


Today, more than ever, product- 
design engineers are doing big 
things for products and people— 
creating NEW MARKETS and 
MAKING THEM GROW. 

If you want to share the 
rewards of these new and “re- 
newable”’ markets, your mate- 
rials, parts, components or 
finishes must be designed into 
products. For example, every 
new tractor model reflects hun- 
dreds of design decisions — 
decisions that can lead to vol- 
ume orders. 

Product Engineering offers 
useful information in every 
area that interests product- 
design engineers. Good reason 
why Product Engineering is 
the fastest growing magazine 
in the design field. Good rea- 
son why it’s a wise investment 
to advertise in Product Engi- 
neering ... to reach all divi- 
sions of the Original Equip- 


ment Market . . . and more 
than 32,500* of the men who 
make design decisions to make 
markets grow. Small wonder 
that advertisers put more 
pages, and invest more dollars, 
in Product Engineering than in 
any other design magazine. 


*Circulation for December, 1955, 
was 32,588. 
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The J. Walter Thompson Company Television Workshop 


While 


S. successful has the J. Walter Thompson 
Company Television Workshop proved that 
it recently was forced to expand into four- 
times-larger quarters. 


In size and facilities the new Workshop 
rivals all but the largest professional studios. 


When a new television commercial is being 
created in the Workshop, the whole group of 
Thompson people concerned can study its 
development simultaneously on sets in our 
offices. This group sees what the commercial 


is a proving ground where... 


they work... 


will look like to television audiences before 
incurring the costs of finished production. 
They can make sure your product looks right 
on television. If there are any flaws they can 
be picked out and promptly eliminated. Even 
the best ideas are given an additional lift. 


If you would like to know more about the 
Workshop—or see it in action next time you 
are in New York—write to the J. Walter 
Thompson Company office nearest you, or to 
420 Lexington Avenue, New York 17, N. Y. 


J. Walter Thompson Company 


New York, Chicago, Detroit, San Francisco, Los Angeles, Washington, 
D.C., Miami, Montreal, Toronto, Mexico City, San Juan, Buenos 
Aires, Montevideo, Sao Paulo, Rio de Janeiro, Santiago (Chile), 
London, Paris, Antwerp, Frankfurt, Milan, Johannesburg, Cape Town, 
Bombay, Calcutta, New Delhi, Sydney, Melbourne, Tokyo, Manila 
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... creative minds and technical minds While action goes on in the Workshop, 
can work out their problems together it is piped live by closed circuit... 


others study it 


. .. to sets in our office where each step is 
checked by the group as work progresses 
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POWER MOWER SHOW 


Toro deolers take the wraps off 
some startling new invention 


Electra starters 


MORE THAN 9,000 DISTRIBUTORS of Toro equipment 
were helped by this three-page ad in Life last month. A 
veritable catalog of the Toro lawn and garden line, it asked 


Toro Power Handle 


How Toro Sells Suburbia 


The customers for power lawn mowers are the new home 
owners on the fringes of suburbia, but the fringes of 
suburbia are always on the move. Here's how Toro Manu- 
facturing Corp. pinpoints and serves its moving market. 


A Toro power mower, like the 
commuter’s ticket stub, is likely to 
be found on the edge of a suburban 
lawn. 

This much-talked-about area — the 
belt of land and homes surrounding 
urban centers—constitutes the heart- 
land of Toro’s customers. 

The sales success story of the Toro 
Manufacturing Corp., Minneapolis, 
is the story of a company that made 
its move io the suburbs at just the 
right time—when the urban dweller 
decided he wanted a home and a wide 
expanse of grass instead of an apart- 
ment and a square of concrete. 

Toro was just one of 130-odd 
power companies a decade 
ago. Today the firm, largest in the 
industry, is shooting for sales of ap- 
proximately $15 million. Last year’s 
sales figure of $11,500,000  repre- 
sented an eight-fold increase in. the 
past 10 years. 

With a name and reputation in the 
institutional field (4,000 Toro power 
mowers manicure suburban golf 
courses), Toro management in 1946 
felt there was room for a volume 


mower 
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quality producer in the 
power mower field. 

“There must be a quality product, 
supported by intelligent sales and 
promotion at the point-of-purchase,” 
was Toro’s decision and program for 
the suburbs. 

Before a market can be sold it 
must be staked out. 

Robert W. Gibson, vice-president 
in charge of sales, could start with 
his own 80’ x 125’ lot in suburban 
Edina, Minn. He decided not to 
stop there. 

He and his sales staff used avail- 
able studies made by the U. S. Gov- 
ernment and private publishing con- 
cerns on the nature, size and growth 
potential of this suburban market. 

Basic to Toro’s sales program is a 
constant check with key publications 
put out by the U.S. Department of 
Commerce and the Bureau of the 
Census, and studies by such research 
groups as the Bureau of National 
Affairs, Inc. 

These studies are supplemented and 
bolstered by such trade sources as 
SALES MANAGEMENT'S Survey of 


consumer 


readers to look for the name of their nearest Toro dealer 
in telephone book classified section. It is planned that 
Toro will spend about $500,000 for advertising space. 


Buying Power and field tests made 
by major home service magazines. 

“These are all valuable sales re- 
search tools, too often ignored by 
companies unable to afford a battery 
of economists,” notes Gibson. 

“Out of the raw statistics fur- 
nished by these publications, sales 
management at Toro tries to trans- 
form the abstract picture of ‘Subur- 
bia’ into the reality of a market with 
a certain sales potential. This sense 
of reality must be communicated to 
the distributor organization in such a 
way that the enthusiasm carries over 
to the dealer and customer levels. For 
Toro ‘the suburban market continues 
to look promising.” 

Gibson and his sales staff took 
these factors into consideration when 
projecting a 15% sales increase for 
Toro in 1956, and a steady increase 
in sales in the next few years: 


1. New housing starts. Authorita- 
tive predictions are that there will be 
minimum basic annual requirements 
of 1,000,000 new housing starts be- 
tween 1955 and 1960. 


2. Rising disposable personal in- 
come. This is defined as total income 
payments to individuals less taxes. 
This basic income, research figures in- 
dicate, will rise from $271 billion to 


$380 billion by 1965. 
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DyShere’s really nothing complicated about good business advertising. You just take 


i 


read by worthwhile prospects in your best markets, so that it reaches a lot of them 


all at once—and often. 


The only thing that’s complicated is finding out, in advance, which sales approach 


| will work best with the prospects most important to you in each separate 


= 


investigators on the job to talk to your prospects and dig out the things they 
never tell your salesmen... what they really think about your products and 


your company...what they really want to know about products like yours. 


PiShen, with much of the guesswork eliminated, we help you 
shoot the right sales message to the right bull’s eye through 
the right media. The Schuyler Hopper Company, 12 East 41st Street, New York 17, N. Y. 


LExington 2-3135. “Ditch Diggin’ Advertising that sells by helping people buy.” © 
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3. Power lawn mower now a re- 
quired household appliance. ‘The rate 
ot saturation is still estimated at only 
about 55% to 60%. 


4. Shorter work week. Continuation 
of the trend toward a shorter work 
week seems unabated. Long vacations 
and more holidays add to puttering- 
around-the-house time. 


5. The new mass market. The big 
growth of families earning over 
$4,000 annually adds a new dimen- 
sion to U.S. buying power. 

In spite of these statistical facts 
Gibson warns that selling to a “way 
of life” can lead nowhere. The end 
sale involves the people who live be- 
hind a well-kept sweep of lawn. And 
Toro, in its sales programming with 
dealers, in its national advertising, 
and in the end product, keeps fore 
most some of the psychological fac- 
tors which influence the home owner. 

For example, the man in the family 
now has his home appliance. Just as 
a dryer or a dishwasher can excite the 
envy of a feminine neighbor, so a 
bright, efficient power mower lifts 
the morale of the man in the house- 
hold. 

Husbands can point out to their 
wives that the day of the hired hand 
is gone and that the cost of the powe! 
mower has actually decreased in the 
past few years in contrast to othe 
home-upkeep expenses. 

Also a factor in the Toro sales 
success story is the recognition that 
people have become more grass- and 
garden conscious. 

If ‘Toro thus has catalogued the 
suburban market, analyzed it statis- 
tically and psychologically, how does 
the Minnesota company reach it? 

A tight sales organization is the 
first step. Vice-President Gibson as 
its head has responsibilities which 
cover both sales and advertising. 
Under Gibson is a general sales man 
ager with two assistants. A field force 
of six men, who travel through the 
United States and Canada, works 
with distributors and dealers. 

An advertising and sales promotion 
manager, who reports to Gibson, has 
a staff of three assistants. Also in the 
top picture is a service manager, a 
parts and export sales executive, and 
the head of the credit program. 

Gibson and other officers meet with 
the company’s approximately 80 dis- 
tributors at a national convention in 
July. He and his staff attend six area 
distributor meetings annually, and 
take special trips when circumstances 
indicate the need. Gibson describes 
his distributor sales approach this 
way: 
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TWO YOUNG MEN head Toro Manufacturing Corp.: D. W. Lilly, president, is 
39; Robert W. Gibson, 41, is vice-president in charge of sales. The Toro “Power 
Handle” between them is a versatile unit which can power eight different pieces 
of Toro equipment from tillers to sprayers to mowers. 


“We've chosen the path of specialty 
distribution. The people selling our 
product know about grass, how to 
grow it and how to care for it. ‘This 
matter of yard care, as we see it, is 
a very personal thing to the home 
owner and he wants an expert’s help. 

“Therefore we 
over again 


stress over! and 
verbally and in every 
communication and company mailing 

that the product must be sold on a 
quality basis, distribution must be by 
specialists; availability of service is 
of the highest order.” 

In addition to the distributor or- 
ganization there are between 1,500 
and 2,000 master dealers with service 
facilities, and 7,500 other dealers 
coast to coast. Toro products also are 
sold in Canada, Mexico and 13 for- 
eign countries. 

Supplementing 
Toro supplies 


personal 
distributors with a 
steady flow of mailings. Each depart- 
ment or company activity has its own 
special letterhead in color—each with 
an appropriate drawing of Toro’s in- 
signia of a bull. 

Annual “Oscar” awards (a gleam- 
ing figure of a Toro bull) add inter- 
est to annual meetings and spur com- 
petition among distributors. 

On the subject of today’s market- 
ing challenge in the suburbs Gibson 


contact, 


said this in one of his recent mailings 
to distributors: 

“The customers are there but 
‘there’ doesn’t mean in the same old 
place! Your business and your cus 
tomers are not necessarily where you 
found them last year—last month or 
yesterday and they may not be 
found tomorrow where you find them 
today. In a fast-moving and fast 
leveloping market like the suburban 
one, this is particularly true, since 
mushrooming right in your own back 
yards you may have brand new shop 
ping centers, ‘Miracle Miles’ and the 
like. 

“Tt is extremely important that you 
keep your sales force alerted to these 
new markets and new potentials. ...”’ 

There are any number of new 
selling power lawn 
where no market 
existed a short time ago. 

One such new firm in suburban 
Minneapolis near Lake Minnetonka 
is known as “Country Living.” It 
carries the usual variety of products 
identified with modern living. It is 
Gibson’s own enterprise and serves 
as a “test lab” of the most modern 
sales methods. Thus a sales _vice- 
president, concerned with national 
marketing, stays alert to the retailer’s 
point of view. 


loro dealers 


mowers today 
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Reynolds Spreads the 
Red Carpet... for the 


Modern Trend in Foods! 
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Now the Royal Service is..-. Reynolds Aluminum ! $) ro. 
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Center Spread in Full Color on Aluminum Foil...in JUNE 18 “NEWSWEEK’ 


The first advertisement on foil ever to appear 
in a national weekly magazine, this center 
spread is a powerful consumer promotion REYNOLDS WRAP 

for container-packaged frozen foods and ALUMINUM PACKAGING SEAL 
baked goods. It is another instance of Recent 44-city survey proves: 
Reynolds unique sales cooperation—which QUALITY a widseabee Riiieids 
includes the success-proved* Reynolds Wrap interviewed could 
Aluminum Packaging Seal. PROTECTED WITH \ 


identify this Seal; 
For information on Reynolds complete m 2. 59.2% of these women 
E : y P REYNOLDS WRAP prefer food products 
Container Service and on the Seal, call the ~sj that carry this Seal; 
nearest Reynolds Sales Office. Or write to ® ALUMINUM 3. 33.9% of these women 
Reynolds Metals Company, General Sales PACKAGING say this Seal is an 


. . f 
Office, Louisville 1, Kentucky. : ener wae 


“Survey Proves Success of 


See “FRONTIER”, Reynolds great dramotic series, Sundays, NBC-TV Network. 
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If you sell food products... 


You've got a choice market of 
300 MILLION DOLLARS 
in Flint and the Saginaw Valley 


aes, | 


wctulantelh Big names sell brand names on 


billion : WNEM.-TV. They're reaching the 
doliar Flint-Saginaw market, Michigan's 
second richest, over its most 
significant station— WNEM-TV 


market 


This hungry market buys a lot of soup and cereal 
... writes a grocery list totaling some $298,940,000 
every year. It’s Michigan's Golden Valley, and 
second only to Detroit in sales potential. Here 
are some facts... 


@ Total Spendable Income, $1,517,966,000 
e Annual Retail Sales... ..$1,153,905,000 
e Average City-Family Income. .$6,092.75 


And you influence this big-spending market best on 
its own WNEM-TV—the only station reaching all 
274,067 television sets in Flint and the Saginaw Val- 
ley. For proof, see Pulse and ARB survey reports. 


Contact Headley-Reed or Michigan Spot Sales. 


WNEM-TV 


A GERITY STATION 
serving Flint, Saginaw, Bay City, Midland 


your direct channel to Michigan’s Golden Valley 
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A hardware store, new to the re- 
cently established Cross County Shop- 
ping Center in Westchester County, 
N. Y., is an exclusive Toro dealer in 
this growing area. 

An important aspect of the devel- 
opment of an enthusiastic, hard-hit- 
ting organization, according to Gib- 
son, is assignment to the dealer of 
plenty of elbow space with exclusive 
territories. 

The distributors’ responsibility, 
meanwhile, includes an awareness of 
population shifts in his area and in- 
stitution of methods of effective local 
merchandising. 

For example, Toro dealers con- 
stantly are urged to display the mower 
in a working situation. Detailed dem- 
onstrations are the single most im- 
portant selling method, Toro sales 
executives report. 

The suggestion that dealers be 
experts on lawn care is not just hol- 
low advice from the manufacturer. 
Toro is ready to back it up with a 
basic fund of information for dealer 
use. 

Toro has developed its own re- 
search and development to such a 
degree that right along with product 
development and product testing, a 
trained agronomist Dr. James Wat- 
son, Jr., tests all kinds of grasses and 
their reaction to cutting machines. 
Dr. Watson makes available the most 
up-to-date information on grasses to 
the Toro distributor and dealer or- 
ganizations. 


Flow of New Products 


New-product research has proved 
to be another tangible selling tool. 

Toro’s’ sales department has been 
able to offer more than triple the 
number of consumer products avail- 
able 10 years ago. 

The Power Handle, a lightweight, 
self-contained source of power, which 
serves as a handle and basic element 
of a diversified number of Toro lawn 
and home unit components, is the 
latest addition to the line. 

Although the Power Handle is only 
in its first full summer season, Toro 
expects it to account for 25% of sales 
volume this year. Toro came out with 
a leaf mulcher in 1952 which, sup- 
ported by the sales organization, ad- 
vertising and national publicity,: plus 
Toro’s Whirlwind Rotary power 
mower, shifted the whole selling pat- 
tern in the field. Rotaries soon took 
over 80% of sales where previously 
they had accounted for only 20%. 

The company believes in maximum 
advertising support. This season it 
will spend about $500,000 in adver- 
tising to support sales. 

Distributors follow through with 
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Senate Doesn't Want 
Carpets on the Mortgage 


Open-end loans on home mort- 
gages are under FHA scrutiny, 
following the Senate Banking 
Committee’s recent proposal to 
curtail the sale of household 
equipment and furnishings as 
part of the mortgage. 


No estimates are available as 
to what effect the elimination 
of this practice might have on 
carpet, furniture and appliance 
sales, but in recent months a 
growing number of home-buyers 
were taking advantage of this 
long-term method of financing 
the wall-to-wall broadioom. 


local dealer tie-in ads in daily and 
weekly newspapers. 

‘Toro early recognized the expand- 
ing use of credit in the suburbs and 
elsewhere. It was the first company 
in the power mower field to offer an 
instalment-buying plan. In practice 
a “Toro Time” purchase contract, 
signed by dealer and customer, is sent 
to the manufacturer who “buys” the 
contract. The deale: gets his money 
immediately and the new Toro power 
mower owner deals with a Minneap- 
olis bank. 

The plan, keyed to the accelerating 
sales volume, has enabled the hard- 
ware store, appliance dealer and gar- 
den supply merchant to compete with 
larger selling units. 

Just as the Toro sales organization 
has kept its eye on the suburbs as a 
developing market, the company’s 
top administration has adopted one 
of the important features of suburban 
living: a sense of community responsi- 
bility. 

Toro employes are unionized, and 
a company profit-sharing retirement- 
investment plan has been established. 

Both President David M. Lilly 
and Vice-President Gibson are famil- 
iar figures in city and state affairs. 
Lilly serves as chairman of the Gov- 
ernor’s advisory commission on busi- 
ness development and Gibson is active 
in several civic projects including the 
Minneapolis Children’s Hospital. 

Toro plans to become acquainted 
with the suburbanite inside the house 
as well as outdoors in the yard. The 
company now is marketing a line of 
stationary power tools tailored for the 
do-it-yourself leisure of the home- 
maker. The End 
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High selling efficiency 
can be yours when you switch 


to Heinn Loose-Leaf Binders 


for your catalogs and sales manuals. The Pyle-National 
Company, Chicago, knows the truth of this promise from 
results of its own comprehensive new catalog . . . Heinn-covered for 
beauty and long service, Heinn-indexed for three-second fact finding. 
This manufacturer, like many others, reports compliments 

from the trade and increased selling efficiency — 

exactly what you’d expect of a catalog that 

gets far more attention and use than 

any previous ones. 


If you have a sales meeting 
scheduled, ask for copies of 
Heinn’s copyrighted, “Trib- 
ute to a Salesman,” available 
without charge as a pocket 
tolder or display piece. It 
will help your salesmen un- 
derstand the importance of 
their work. 


Sales-hashioned Heinn Loose-Leaf Binders make your 


salesmen more productive, keep your product messages 


before dealers between sales calls, reduce order 


correspondence and impress your trade. Thou- 
sands of sales execotives know these b 
facts because they're Heinn cus 

tomers. You can learn the 

sales-making Heinn 

plan by mailing 


this coupon 


@ Keeps his promises. 


dising techniques. 


Gives salesclerks selling tips. 


Does his work with dispatch. 


@ Spots a dealer’s depletions 


The GOOD distributor salesman 


@ Comes running with news of deals in the offing. 
@ Makes frequent suggestions for better merchan- 


@ Watches his prices on the shelf. 
Comes regularly on regular days. 
Picks up merchandise when a store runs short. 


Tells of proposed price changes in advance. 
Brings around advertising matter. 


Knows his own line and prices. 
in slower-moving 
lines by actually going through his inventory. 


But the OTHER KIND... 


Never takes time to go through his complete 
to suggest unusual items. 
Uses pressure tactics. 
Begs business with personal hard-luck stories. 
Gets unpleasant when he isn’t given an order. 
Brags about big orders from another retailer. 
Thinks he’s doing the dealer a favor. 
Carries gossip from store to store. 
Hints at “great favors” in the future. 
Acts as though he’s entitled to business just 
because he made a call. 
e Wastes dealer’s time. 


Liquor Dealers Blast 
Lack of Distributor Selling 


Calvert study shows dealers in mourning about death of 
old-time creative selling by liquor distributors. They plead 
for (and need) ‘dynamic sales guidance, not sales talk." 


Distributor salesmen today are a 
bunch of grab-the-order-and-run boys, 
devoid of any sales ideas—with only 
an occasional exception who does a 
creative selling job. 

That's the alarming verdict of a 
dozen prominent liquor dealers inter- 
viewed by International News Serv- 
ice reporters for a study by Calvert 
Distillers Co. In a series of blasts 
that could well rob a sales manager 
of 10 years’ self-confidence, these re- 
tailers expounded too on missionary 
men and merchandising - advertising 
aids, 

'n general, they appealed as much 
for dynamic sales guidance as they did 
for material sales aids. 

Here’s how they sounded off on 
four major issues: 

1, Salesmen (see boxes | and 2). 
What extra services would distribu- 
tors like to get from salesmen? To a 
mani they all listed prompt notification 
of price changes. 

Other special salesmen’s touches, 
enjoyed by some dealers, but named 
only wistfully by the rest: Going 
down to the cellar to check inventory 
for depletions teaching store 
salesclerks how to sell brands 
picking up merchandise for the 
store in an emergency . dusting off 
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bottles on the shelf 
general market conditions . 
ing merchandising tips. 

One dealer’s quixotic comment: 
“A retailer shouldn’t ask for the 
moon.” 

How many 
regularly offer 
building ideas? 

The dealer who thought they all 
did stood alone. ‘he others’ estimates 
clung stubbornly to an unflattering 
1%. 

Yet salesmen’s willingness and 
ability to pitch in with merchandising 
ideas rated highest among the reasons 
for giving one salesman the order in 
preference to another who handles 
the same brand. 

Other factors that get one man 
the nod: price personality 
remembrance of past favors... ad- 
herence to delivery promises. 

Says one dealer: “Some salesmen 
will stick around for a year, returning 
regularly and cheerfully without get- 
ting an order so long as we're satis- 
fied with another man. If anything 
goes wrong with the supplier, how- 
ever, we swing to the cheerful guy 
who stuck around awaiting orders. 
We like perseverance, not overper- 
sistence.” 


reporting 


. offer- 


distributor salesmen 


constructive, sales- 


2. Missionary Men. ‘he missionary 
man is regarded with overwhelming 
apathy, even by his supporters. ‘‘ Noth- 
ing much” characterizes retailers’ ex- 
pectations from missionary men. Even 
the dealer who thought they didn’t 
come around often enough neglected 
to say for what. 

Criticisms of missionary men, on 
the other hand, were plentiful. To 
cite a few: They barge in at inoppor- 
tune moments . . . try to grab credit 
for salesmen’s orders . . . walk in and 
take over .. . gossip about their own 
bosses . . . don’t know anything about 
merchandising. 


3. Merchandising. What’s new in 
merchandising and how do dealers 
feel about distiller aid in that area? 
The retailers were hard put to agree 
among themselves. For example, every 
display spot in the store, from cash 
register to ceiling, was named as 
“most important.” 

Similarly, while many expressed 
complete satisfaction with distillers’ 
displays, they added that they never 
used any as a matter of policy. “We 
make up our own displays for high- 
markup merchandise” was a typical 
comment. 

Without exception, however, the 
dealers called for more consumer 
giveaways from the distillers—recipe 
books, muddlers, cups, bottle openers, 
napkins, key chains, shot glasses, cal- 
endars. 

Other aids they’d like to get: dis- 
tiller representatives to stand by at 
the stores during special brand days 

. direct mail material . . . sample 
(try-and-buy) promotions. 

The all-time best distiller selling 
aid: Christmas wraps (though none 
of the dealers see any point to pre- 
wrapping the rest of the year). 

Singled out for special approval: 
Calvert’s Lo-ball promotion which 
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CATCHING ON FAS.. 


Find Yo. 


Nearest Pealer 


In The 


‘Yellow Pages’ 


NEW 


More and more well-known advertisers such as 
Black & Decker, Exide, Formica, Kodak—users of 
Trade Mark Service in telephone directories display 
the ‘Yellow Pages’ emblem in their advertising. 

This “Yellow Pages’ emblem is a new visual sales 
help for national advertisers. It tells readers quickly 
where they can find the names, addresses and 
phone numbers of dealers carrying your products. 


‘Yellow Pages’ emblem 
directs prospects to dealers! 


To increase the value of this emblem to you 
and your prospects, we are promoting it in a 
national advertising campaign in leading consumer 


magazines. 
So...(1) use Trade Mark Service in the 


“Yellow Pages’ of telephone directories; (2) use this 
emblem in your national advertising for a quicker, 
easier link between your prospects and dealers. 


‘Yellow Pages’ emblem artwork for use in print and TV advertising is available from the 
Trade Mark Service Representative. Cali him at your local Bell telephone business office. 
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TEMPORARY HELP 
FOR BUSY 
SALES MANAGERS! 
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MANPOWER, INC. -or 


*® TYPISTS e STENOS 

® DEMONSTRATORS 

@ SURVEY WORKERS 

@ MAILING SERVICE 

@ CONVENTION WORK 


Use cur bonded, insured employees 
at low hourly rates. 


Manpower, Inc. has offices in 70 cities 
from coast-to-coast to serve you. Your 
local Manpower, Inc. branch will 
arrange for service in any city. 

Call your local Manpower, Inc. office 
for details or write: 


— 
manpower, inc. 


330 W. KILBOURN AVE. ¢ MILWAUKEE, WIS. 


Industrial Plum Gives Omaha Area a -- 


$12,000,000 ANNUAL 
INCREASE IN BUYING POWER! 


The Omaha, Nebraska, area will soon gain a new $12,000,000 an- 
nual pay roll. This increase in area purchasing power was announced 
by the Western Electric Company who will build a new manufac- 
turing plant southwest of the city. Estimates of Western Electric’s 
investment run as high as $50,000,000. 


Look to the Midwest 


Increasing numbers of manu- 
facturers are becoming aware 
of the great possibilities of the 
Midwest. Agriculture, still a 
powerful economic force, is 
being balanced by industry. 
The blend of diversified activ- 
ity here promises long life for 
the area’s bustling prosperity. 


Omaha World-Herald 


253,647 Daily 264,886 Sunday 


The Right Climate for Sales 
This is the growing, diversi- 
fied, active market delivered 
by The Omaha World-Herald. 
This one single medium covers 
100% of Omaha families and 
3 out of 5 families in all of the 
Nebraska-Western Iowa 103- 
county area... altogether 114 
million people with more than 
2 billion dollars to spend. 


Publisher's Statement for March 31, 1956 
O'Mara & Ormsbee, National Representatives 
New York © Chicago ® Detroit © Los Angeles 


San Francisco 


involved outdoor boards, glasses, ads, 
special representatives in the stores. 


4. Advertising. To the final $64,- 
000 question: “Does distiller news- 
paper and magazine advertising sell 
liquor?” the answer was an over- 
whelming “Yes.” No clarifying com- 
ments though. 


Liquor dealers 
speak out... 


“When | ask a salesman if | 
can get a certain quantity of 
goods for a certain price, he 
shouldn’t have to phone his of- 
fice to find out.” 

“The distillers’ idea of ‘The 
day’s best buy’ is no good. We 
won’t go along with it because 
as a rule it just offers a stan- 
dard, high-price product.” 

“| wonder whether there are 
any good salesmen. I’ve been in 
this business for over 20 years 
and there has been nothing but 
a constant deterioration at the 
distributor salesman level.” 

“| dislike salesmen who hint 
of ‘great favors’ they’ll grant 
you ‘if another war breaks out,’ 
when anyone knows if such an 
emergency arises they wouldn’t 
be able to produce any quicker 
than anyone else.” 

“| dislike pinch-penny tactics 
when it comes to advertising. 
When | tell a distiller | want 
such and such a display, | don’t 
want to be told it’s too expen- 
sive.” 

“I like to be told when goods 
are available without them cry- 
ing ‘wolf’ all the time.” 

“Although | am a cigar smok- 
er myself, if a salesman comes 
in with a smelly cigar, | get rid 
of him in a hurry.” 

“The distillers have neglected 
the importance of window dress- 
ing. If you don’t have enough 
merchandise in stock to justify 
a window display, you may 
switch to another brand to fill 
the space.” 

“One missionary man | like 
asks my permission first before 
engaging me in conversation. 
Others just barge in and take 
over.” 
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EVERYTHING iS UP .10.pate 
IN KANSAS CITY! 


i 
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HILTON 


Comes to Kansas (ity! 


j 7 : CONRAD HILTON seys— 
Hilton Hotels Corporation recognizes Kansas 


City's fast-rising metropolitan status! The home “Kansas City is one of the 

of the Kansas City A's is now to have the |,000- er reeerapieetseannsl 
room, $18,000,000.00 Hilton Hotel pictured “adit celaendaiiee 
above. This magnificent |4-story facility, sched- part of the vast Hilton 

uled for completion in 1958, will greatly increase international hotel system. 
Kansas City's attraction for big events. Its im- ++» The Kansas City Hilton, 
pact on Kansas City sales and business will be Mies de ce ars 
tremendous. Sell this dynamic market with the as one of the great convention 
Mid-West's number one media buy! cities of the world.” 


THE KANSAS CITY STAR 


KANSAS CITY CHICAGO NEW YORK SAN FRANCISCO 
1729 Grand Ave. 202 S. State St. 21 E. 40th St. 625 Market St. 
HArrison 1-1200 WEbster 9-0532 Murray Hill 3-616) GArfield 1-2003 
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What Traits and Work Habits 


Characterize Successful Salesmen ? 


A study of 564 salesmen in a varied group of industries 
produces some revealing comparisons between the high 
producers and the men whose sales records are less than 
satisfactory. The ratings show what to look for when you 
hire men, offer significant clues to improve sales training. 


Part | of a report in two parts 
BY EUGENE J. BENGE + Management Engineer 


Are you recruiting salesmen? 

If so, you might do well to look 
for men... 

.who have a strong measure of 
self-confidence. 

.. who have the ability to do in- 
telligent planning. 

.. who are by nature and habit in- 
dustrious in their work habits. 

... who rate high in persuasiveness. 

‘These are the qualities; over all 
others, which distinguish superior 
salesmen from poor salesmen., And 
these are perhaps the most significant 
of all facts developed in a new study, 
covering 564 salesmen in widely dif- 
ferent types of industry. Objective of 
the study was to determine what fac- 
tors, what personality elements, atti- 
tudes and work habits—make for suc- 
cess in a salesman. 

The method—in its broadest terms 

was to ask a group of sales mana- 
gers to rate salesmen (some excellent, 
some poor) on each of 50 “traits.” 
The word “trait” is used, in the in- 
terests of language simplification, to 
apply to a personality element, an at- 
titude, or a work habit. These “traits,” 
in turn, were assembled into logical 
groups to be referred to here as “at- 
tributes.’’* 

The 50 traits checked for each 
salesman are listed on the facing page. 
Note that some are stated positively, 
some negatively. The rating form in- 
cluded spaces for information on age, 
education, marital status, and kind 
and amount of experience. Its design 
made it possible to classify results ac- 
cording to the kind of selling: whole- 
sale, industrial, etc. 


* See box page 55 for more detail on the 
techniques used in making this study. 
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Our first objective was to look at 
total scores for the excellent salesmen 
as a group, and for the poor salesmen 
as a group, to see whether this set of 
factors would provide the measure of 
differentiation we sought. The excel- 
lent salesmen averaged 82.1; poor 
salesmen, 55.6. Hence, we felt that 
in our analytic rating scale we had a 
device useful in making helpful and 
meaningful comparisons on individual 
items and groups of items. 

After grouping the 50 rating items 
into 10 “attributes,” we set up the 
comparative figures to reveal the dif- 
ferences between the excellent and the 
poor men. The results are shown 
graphically in Chart I. The signifi- 
cant figures are those which show the 
percentage by which the excellent men 
exceeded the poor men on each at- 
tribute. The attributes are arranged 
in descending order: the biggest dif- 
ferential (75% on self-confidence) 
appears as No. 1, and percentage dif- 
ferentiations decrease as we go down 
the list. 


Analysis of 10 attributes. There are 
some surprises. “The much vaunted 
attribute of social development,’ for 
example, does not seem to differen- 
tiate as much as generally thought. 
In our scale it consists of 
“traits”: 


these 


% excellent 
men exceed 
Item poor men 


6—Likes people 16 
16—Argues with his customers 18 
26—-Everyone seems to like him 33 
36—Doesn’t mix with others 25 
46—Is very tactful 59 


Attribute—Social Develop- 
ment 26 


Bear in mind, with negatively 
stated items, that excellent men are 
superior. On the second factor listed 
above, they argue Jess with customers. 

Later, we shall show that all sales- 
men, excellent or poor, tend to possess 
relatively high social development. 

Nor does health seem to be a dif- 
ferentiating factor to the extent gen- 
erally supposed. It here consists of: 

% excellent 


men exceed 
Item poor men 


1—Enjoys excellent health 
11—Has many ailments 
21—Has abundant energy 
31—Has a physical handicap 
4i—Seems tireless 


Attribute—Heaith 


We have here‘a strong vote for 
abounding energy, with little differ- 
entiation as to health, or ailments. 
Salesmen as a group are healthy. 

The results on “ambition” are puz- 
zling. The five items are: 

% excellent 


‘ men exceed 
Item poor men 


8—Is resigned to his lot 
18—Craves a higher job 
28—Lacks ambition 
38—Wants higher responsibility 46 
48—No development ahead of 

him 26 


Attribute—Ambition 38 


These results, plus others to be 
presented in a succeeding article, sug- 
gest what many a sales manager has 
discovered: his men are for the most 
part content with selling, do not want 
more responsibility. Even the excel- 
lent salesmen are not markedly dif- 
ferent in this respect from the poor 
men. 

Our next effort was to determine 
the value of technical knowledge. 
The five items are: 

% excellent 


men exceed 
Item poor men 


4—Doesn’t know his line 

14—Well-informed in his field 

24—Tries to bluff his way 

34—Is good technically 

44—Doesn’t know customers’ 
problems 


Attribute—Technicai 
Knowledge 


In our research of individual items 
we were especially interested in those 
which showed a 75% or higher dif- 
ferentiation. ‘The only one which 
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Interest 


A mbition 


9 Health 


lO. Social Developmen! 


Average score, all ten factors 


Excellent 
men scored: 


in Ten Attributes 


% by which 
excellent men 
exceeded poor men: 


The 50 Points on Which 
The Sales Group Was Rated 


(Note that statements are both positive and negative. On No. 7, 
for example, the majority of the sales executives denied this quality 
as applied to excellent salesmen.) 


* Starred items were those which proved to be outstanding in differ- 
entiating excellent salesmen from poor salesmen. 


. Enjoys excellent heaith 
. Plans his presentations* 
. Not very intelligent 

. Doesn’t know his line 

. Is fluent 

Likes people 


. Is indecisive* 


Onoat WN = 


. Is resigned to his lot 


o 


. Is very persistent* 


= 
o 


. Enjoys his work 


= 
— 


. Has many ailments 

. Is always behind schedule 
. Has excellent judgment* 

. Well-informed in his field 

. Is too blunt 

. Argues with his customers 


. Is quite aggressive* 
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. Craves a higher job 


. Is readily discouraged 

. Lacks interest in his job 
. Has abundant energy 

. Plans his time well* 

. Slow to comprehend 

. Tries to bluff his way 

. Is persuasive* 

. Everyone seems to like him 
. Is apologetic 

. Lacks ambition 

. Keeps hammering away* 
. Gets a bang from selling 
. Has a physical handicap 
. Ils a time waster 

.-ls a keen thinker* 

. Is good technically* 

. Hesitant in speech 


. Doesn’t mix with others 


. Takes the lead in a sale* 

. Wants higher responsibility 
. Is lazy 

. Too many outside interests 
. Seems tireless* 


. Gets information about 


prospects* 


. Poor education 


. Doesn’t know customer 


problems 


. Is canvincing* 

. Is very tactful 

. Lacks confidence in self 

. No development ahead of 


him 


. Repeatedly asks for the 


order* 


. Shows consistent 


enthusiasm* 
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meets this standard is No. 34, “Is 
good technically.” The other items 
related to technical knowledge do not 
differentiate excellent men from poor 
men as sharply as this one. Other 
evidence suggests that both excellent 
and poor men are somewhat deficient 
in this attribute. 

Interest had revealed the same per- 
centage differentiation (44%) as 
technical knowledge ; both were below 
the general average differentiation of 
48%. However, both excellent and 
poor men have high interest in sell- 
ing. The items are: 


% excellent 
men exceed 
Item poor men 


10—Enjoys his work 

20—Lacks interest in his job 

30—Gets a bang from selling 

40—Too many outside interests 

50—Shows consistent 
enthusiasm 


Attribute—JInterest 


Obviously, Item 50 offers sharp 
differentiation. Whatever the devices 
which bring about enthusiasm in a 
salesman for his job, they are well 
worth cultivating. Excellent salesmen 
are much more enthusiastic than poor 
salesmen. In fact, if we rated this 
trait alone on a scale of 1 to 100, 
with 50 being mid-point, we would 
find that excellent salesmen score 
87.5 and poor salesmen score 44.0 
points. 


Range of Intelligence 

Intelligence yielded a 48% differ- 
entiation which is just the average of 
the entire scale. The five items are: 


% excellent 
men exceed 
Item poor men 


3—Not very intelligent 
13—Has excellent judgment 
23—Slow to comprehend 
33—Is a keen thinker 
43—Poor education 


Attribute—Intelligence 48 


These figures almost speak for 
themselves. Judgment in a salesman 
is a useful trait, as distinguished from 
brilliance or wide education. The in- 
telligence level needed for sales work 
is not exceptionally high; other at- 
tributes are more important. 

We shall now consider a group of 
four attributes which showed fairly 
sharp differentiations of excellent 
over poor men. These traits are per- 
suasiveness, industriousness, self-con- 
fidence and planning. 

The five factors we classed as per- 
suasiveness are: 
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salesman. 


called “Social Development.” 


Background to this Report 


The findings presented here are highlighted results of a study carried 
out by the author at the request of Alexander Hamilton Institute as a 
preliminary to revision of the institute’s textbook on salesmanship. 
The problem was to determine what factors make for success in a 


The statistics are based on reports supplied by sales executives 
in 66 companies, covering 564 salesmen. 
They covered attitudes, work habits, personality factors (referred to 
in the text as “traits”), and these were sorted into logical groups called 
“attributes.” Thus, factors 6, 16, 26, 36 and 46 make up the attribute 


Fifty factors were rated. 


% excellent 
men exceed 
Item 


5—Is fluent 

15—Is too blunt 
25—Is persuasive 
35—Hesitant in speech 
45—Is convincing 


Attribute—Persuasiveness 52 


These figures suggest that the abil- 
ity to persuade, to convince, is im- 
portant to success. Yet most sales 
training programs seem to concentrate 
on giving a salesman information 
about the product or service rather 
than helping him to develop these 
vital abilities. 

Sales managers know that if a 
salesman is industrious, makes a stipu- 
lated number of calls per day con- 
sistently, he will turn in a good rec- 
ord. This belief seems to be sub- 
stantiated by the results on indus- 
triousness. The five items are: 

% excellent 
men exceed 
Item poor men 
9—I!Is very persistent 80 
19—Iis readily discouraged 
29—Keeps hammering away 
39—Is lazy 
49—Repeatedly asks for the 
order 


Attribute—Industriousness 60 


These results are fairly consistent 
and suggest that perseverance pays off. 
We come now to an attribute 
which sales managers hammer away 
at consistently, and one which sales 
training programs probably should 
stress more. It is planning. The five 

items are: 
% excellent 


men exceed 
Item poor men 


2—Plans his presentation 109 
12—Is always behind schedule 45 
22—Plans his time well 128 
32—Is a time waster 67 
42—Gets information on 

prospects 76 


Attribute—Planning 74 


Here again we see a fairly clear-cut 
outline of an excellent salesman as far 
as planning is concerned. He plans 
his presentation, maintains his sched- 
ule, plans his time, avoids wasting 
time and gets advance information on 
prospects. 

We often hear it said that self- 
confidence in a salesman is a useful 
trait and the figures here seem to con- 
firm this belief. The five items are: 

% excellent 


men exceed 
item poor men 


7—Is undecisive 

17—Is quite aggressive 
27—Is apologetic 

37—Takes the lead in a sale 
47—Lacks confidence in self 


Attribute—Self-Confidence 


We see here a clear picture: The 
excellent salesman is decisive, aggres- 
sive, not apologetic, takes the lead 
and has self-confidence. 

We have now contrasted excellent 
and poor salesmen as to 10 major at- 
tributes. We have shown that the big 
differentiations occur in_ self-confi- 
dence, in the ability to plan, in in- 
dustriousness and in persuasiveness. 
Of less value, but still important, are 
the differentiations of intelligence, in- 
terest and technical knowledge. 

Finally, excellent salesmen are dif- 
ferentiated from poor salesmen to less 
degree by the factors of ambition, 
health and social development. 

In Part II of this article we shall 
consider the degree to which all 564 
salesmen, excellent or poor, possessed 
the 10 attributes. In addition, we 
shall present some figures as to age, 
education, marital status and experi- 
ence. The implications of the whole 
study for selecting salesmen, for plan- 
ping sales training programs, and for 
development of individual salesmen 
will be pointed out. The End 

(Part I! of this article will appear in 
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The Big Oink... 


Do not high hat the hog, sir or 
madam. You used two-thirds of one last 
year, statistically speaking. This humble 
farm animal supports many industries 
and 344 occupations! 


Firsr off, hogs supplied more than 
40% of the meat eaten in this country 
last year—in roast, chops, ham, bacon, 
spareribs, hocks, the festive frankfurter 
and sixty other kinds of sausages. 

High in nutriment, the hog exceeds 
all other meats in energy content; in 
thiamine (B,), the mental and morale 
vitamin. Fresh pork also ranks high in 
riboflavin (B.), niacin (B,), and the 
components of B Complex; is a good 
source of the amino acids. 

The hog also provides violin strings 
and hormones. Some 400,000 pituitary 
glands yield one Ib. of ACTH, which 
helps arthritis victims. Its bristles make 
air-conditioner filters. Its skin goes into 
fine wallets and luggage. And its squeal 
is emulated by bebop musicians! 

The hog is by far the most prolific 
meat producer. A cow delivers a single 
calf in 280 days; a ewe drops one, and 


sometimes two lambs in 161 days; but 
in 116 days a sow produces up to 12 
piglets. And a litter of 10 pigs becomes 
a ton of pork in five months! ... Now 
efficient farmers are producing as many 
as SIX pig Crops a year. 

In 1955, US consumers bought about 
10,900 million Ibs. of pork products — 
about 65 Ibs. per capita. US winter 


and spring crops were 101 million hogs 
(worth approximately $3.6 billion)... 
of which 57% were produced by the 
subscribers of Successful Farming! 

SF subscribers also supply 38% of 
the cattle and calves, 44% of the eggs, 
44% of the dairy products, and 55% of 
the corn harvested for grain. They are 
big earners because they are big 
producers. Three out of four are in 
the 39% minority which earns 88% of 


the national farm income. 

Good farmers are still making money 
despite the drop in farm prices, and in 
farm income. The number of farms 
carning $10,000 and more actually went 
up from 1950 to 1954—by 90,853! The 
average cash income of the SF farm 
subscribers is around $10,000, and has 
been for years. 

SUCCESSFUL FAaRMiNG alone reaches 
an $:1 billion market, one of the world’s 
best class markets. SF farm families for 
the past ten years are living better, 
spending more for living — remodeling 
and rebuilding homes, installing central 
heating, new bathrooms and kitchens, 
buying new furniture and furnishings, 
luxuries and conveniences. 


Ano after fifty years of helping the 
country’sbest farm families, SuCcCESSFUL 


FarMING delivers your advertising to 
them more effectively than any other 
medium! 

To balance advertising schedules, 
to find more quality customers and 
sales, you need SuccessruL FARMING. 


Ask any SF office for the facts. 


MerepITH PusBiisHinc Company, Des Moines... 
with offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco, and Los Angeles. 
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FioOw to get 


The Journal delivers your advertising to top ranking 
officers of the Army, Navy, Air Force, Marines and 
Coast Guard, who direct or recommend defense 
purchasing. For latest data on this influential 
military coverage, call or write 


ARMY NAVY AIR oe JOURNAL, 1711 Connecticut 
Ave., Washington 9, D , HObart 2-6477 


is aan, bi ROE 
WEST: CHRIS DUNKLE & ASSOCIATES, 3257 W. éth _ A 
Los Angeles, DUn 7-6149—3077 Turk Street, ? mn PE sens 
San Francisco, EVergreen 6-1582 r 


MID-WEST: L. B. HAMMOND, 30 N. LoSolle, 
Chicago 2, Ill., RAn 6-1843 


EAST: McCLANAHAN & CO., 295 Madison Ave., 
New York 17, LExington 2-1234 


Hf you'e thinking of Wisconsin 
rm, , aw See your 


Sigh Headley-Reed 
aos man for details. 


YOUR REPRINT 
LIBRARY 


A mail-order source for infor- 
mative SALES MANAGEMENT 
articles selected to help you 
plan and perform your job. 


TO ORDER write Readers’ Service 
Bureau, SALES MANAGEMENT, 386 
Fourth Ave., New York 16, N. Y., en- 
closing reprint number, quantity de- 
sired and remittance. 
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Storage space? FSX Call... 


YOUR ALLIED AGENT 


Safe, convenient storage in modern ware- 
house facilities are offered by all Allied 
Agents throughout the U.S.A. and Can- 
ada. This assures full protection for your 
valued possessions until you need them. 


(long distance moving, too!) 


FREE Booklet to help you plan your next 
move. Get your copy of “Before You 
Move” from your local Allied Agent. See 
classified telephone directory. Or write 
Allied Van Lines, Inc., Broadview, Ill. 


ALLIED VAN LINES « WORLD’S LARGEST LONG-DISTANCE MOVERS 
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“Advertising Has Only One Function 
—To Speed Up the Selling Process” 


David F, Austin, executive vice-president—Commercial, U. S. 
Steel Corp., who made famous "I would rather own a market 
than a mill,"’ outlines top management's opportunity to use 


advertising talent in today's marketing economy. 


Today’s advertising manager must turn his cre- 
itive talents from advertising to creative selling. 
He must step up into the management marketing 
team as an expert on markets and motivation. 

I am sure there are certain advertising managers 
who regard the marketing concept with suspicion, 
who fear a lessening of their responsibility and 
authority. There is no cause for this fear. In fact, 
the marketing concept represents the greatest chal- 
lenge and opportunity that advertising has ever been 
offered. 

To meet this challenge, however, the advertis- 
ing manager will have to adjust his sights. He 
must realize that his part in the marketing process 
is that of communication. His job is telling, not 
selling. 

Too often when advertising is challenged we 
attempt to justify it on the basis of how many 
“widgets” were sold or how many inquiries were 
received. If an evaluation of advertising were that 
simple, we would quickly arrive at one of two solu- 
tions—do away with advertising or increase it and 
do away with the sales force, Actually, we do 
not need expensive surveys to show how many in- 
dustrial products are sold by advertising alone. The 
answer is, for all practical purposes, none. This 
may sound to you as though I do not believe in ad- 
vertising. Far from it. Our record of advertising 
in U.S. Steel, which I have consistently and en- 
thusiastically sponsored, indicates my personal be- 
lief in advertising. But, we believe in it because 
of the record of its accomplishment. We believe 
in it because we have not asked it to do the im- 
possible. 

Advertising has one function and only one func- 
tion—to speed up the selling process. It does this 
in several ways: by contacting those who influence 
purchases, by arousing interest, by developing pref- 
erence, by motivation; but its justification for being 
lies solely in its ability to increase the efficiency of 
the sales effort. Is this a big enough responsibility 
for an advertising manager? 

Picture, if you can, a single industry suddenly 
deprived of the forces of mass communication. 
Under these conditions, the sole contacts with cus- 
tomers would be confined to the personal calls 
made by salesmen. Under these conditions the 
salesman would have to explain, in detail, the func- 
tion and worth of the product. He would be forced 
to spend his time introducing the company, what it 
does, and why the company warrants confidence; 


and he would have to see personally all the people 
who might have even a negative influence on pur- 
chases. Think in the matter of time alone how 
the efficiency of the salesman would be impaired 
by the lack of proper communication. 

To carry this picture to its inevitable conclusion 
we can envisage warehouses loaded with unsold 
goods, production lines idle, and blast furnaces and 
open hearths black and cold. And we would see 
vast numbers of unemployed, unable to purchase 
the goods which are so plentiful. For the rate of 
distribution would fail to keep up with the rate 
of production. A company can survive without 
advertising, but an industry—not ever. 

With the necessity for speeding up the process 
of distribution, management must promptly recog- 
nize the need of increasing the salesman’s efficiency 
in every possible way. Thus, advertising has an 
opportunity to assume a greater responsibility and 
become a more important part of the marketing 
team. Advertising should be judged by manage- 
ment, not on its ability to sell but on its ability to 
tell; not on its ability to make a sale but on its ability 
to create a more efficient salesman, 

If advertising were to be judged on this basis 
by top management, much of the present frustra- 
tion of advertising management would be eliminated. 
If top management will recognize the importance 
of advertising to the selling process, it then will 
give proper recognition to the men who produce 
it. Advertising’s accomplishments are in direct pro- 
portion to the skill of its workers, and skilled work- 
ers are attracted where there is appreciative recog- 
nition of their talents. 

I am not speaking of financial recognition alone. 
This is, of course, important in every job or pro- 
fession. But the advertising manager is creative 
and directs the work of creative people. He is de- 
pendent not only upon a salary, but upon contact 
with and inspiration from his leaders. 

There are many ways to measure the tangible 
worth of creative talent; but there is no bona fide 
method by which one can measure the agony of 
creative production. It demands, it deserves, it re- 
quires, the inspiration of enlightened leadership. 
One may offer this leadership only by manifesting 
an honest appreciation of the advertising man’s 
sincerity and by acceptance of the fact that the 
relationship between the effectiveness of his adver- 
tising and successful sales effort is a direct rela- 
tionship and a valuable one. The End 
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Do business with highbrows? 


Readers with 
Like to sell folks with college background? The News ‘some college or more” 


delivers more than any other paper! And more high school 


News......... 660,000 
eee 
income bracket, including more in families in the $10,000 and Times el thes Seats ie 530,000 
up class... more owners of stocks, bonds, homes, and cars! Herald Tribune . . . . 370,000 

How do we know? W. R. Simmons & Associates Research, Journal American . . . 270,000 
a 
survey of newspaper readers ever undertaken in New York City World Telegram & Sun 490,000 


and suburbs. The study cost us more than $150,000 Source: “Profile of the Millions” 


grads! Among its audience of 4,780,000, The News has more 


readers in every education bracket... and more in every 


. ° _ 
Inc. made the biggest, best conducted, most comprehensive FOOT so 6 oo 2s 


. Copyright 1955 by News Syndicate Co., Inc. 
—supplies market data worth a lot to you... shows the FPN FOSS. NGS ROARS SA 


way to most effective media buying in the largest metropolitan 
market! Ask your advertising agency or any New York News 


office to show you 


“Profile of the Millions” 


THE [a NEWS, New York’s Picture New spaper ,.. with more than 
twice the circulation, daily and Sunday, of any other newspaper in America... 
220 East 42nd St., New York City... Tribune Tower, Chicago... 


155 Montgomery St., San Francisco... 3460 Wilshire Blvd., Los Angeles 
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Why Every Salesman for Columbia-Geneva 
Has an “Inside Double” 


With a customer-oriented man to answer telephone ques- 


tions in salesman's absence, service is more personalized, 


customer relations are better . . . and a pool of well- 


trained candidates is developed for outside sales work. 


An Interview with R. W. SEELEY 


Columbia-Geneva Steel Division 
United States Steel Corp. 


“Sorry, the man who services you 
account isn’t in.” 

How often are important customers 
(what customer isn’t important?) of 
companies all over the nation exasper- 
ated by receiving this reply when they 
try to contact the man who sells to 
them? 

Any sales manager is likely to re- 
mark: “Of course he isn’t in. He’s 
out selling—as he ought to be.” True. 
But the logic doesn’t take the frustra 
tion out of the customer’s experience. 

Listen to this answer from 
Columbia-Geneva Steel Division. 
United States Steel Corp., San Fran- 
cisco, that has six district offices serv- 
icing customers in 11 western states. 
Each salesman in the field has an 
‘inside double’’—in some instances, 
two inside representatives — who 
knows the field salesmen’s customers, 
their needs and problems, as intimate- 
ly as he does himself. 


Policy Is Time-Tested 


This provides a customer-oriented, 
rather than a product-oriented, serv- 
ice. It indicates a policy change which 
has evolved over a five-year period. A 
Columbia-Geneva customer never has 
to hear when he telephones that the 
salesman he wants “is out, would you 
like to leave a message?” He doesn’t 
want to leave a message, he wants an 
answer now, or he wouldn’t be call- 
ing. He gets it, any time during the 
business day, when he calls the San 
Francisco, Los Angeles, Portland, 
Seattle, Salt Lake City, or Denver 
district offices. 

Many large firms have inside men 
in their sales offices who are product 
specialists. One of them takes the call 
when a customer asks for “‘his’’ sales- 
man who is out. Columbia-Geneva 
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saw disadvantages in this setup live 
years ago. It tried a different plan, 
involving customer-emphasis, in one 
district office. Results were so good 
that the plan was extended to all the 
district offices. It has been modified 
and adapted to meet the needs of each 
office, depending on size and customer 
group. 

R. W. vice-president 
sales, answers questions about it. 


Seeley 9 


QO. What is meant by customer- 
oriented, as opposed to product- 
oriented, contacting? 

A. It means that the emphasis for 
our inside selling people has been 
changed from product to customer. 
Inside salesmen are now expected to 
handle the total steel service needs of 
a group of customers. 


QO. What is the 
tage ? 


principal advan- 


A. It permits association of the in- 
side men with a particular outside 
salesman. Thus a team is formed to 
give personalized service to a par- 
ticular group of accounts. 


Q. You have mentioned that the 
inside men, like the outside salesmen, 
handle the total steel service needs of 
a group of customers. How can they 
be expected to have sufficient special- 
ized and 
render informed service on your 
multiple product line? 

A. A group of product specialists 
and service metallurgists has been set 
up to provide technical advice and 
counsel to both the inside and outside 
selling personnel. 


technical information to 


Q. This particular sales approach 
is in effect only in your Western 
Division, is it not? Why? 


A. Our Eastern Steel Producing 
Divisions have account assignments, 
but our situation is unique since we 
sell all the steel and associated prod- 
ucts of USS Corp. in the seven west- 
ern states area. For that reason the 
scope of our activity is much greater. 
Our salesmen and _ their 
counterparts are expected to serve the 
total steel needs of any customer on 
their account list. 


inside 


Q. Why is this kind of service 
better than the former one of having 
product-orte nted 
sell a customer? 

A. Because the customer can look 
to one salesman to serve his total 
steel needs instead of having several 
different representatives calling on 
him to discuss different steel prod- 
ucts. It is less confusing to the cus- 
tomer. And 
responsible for all the steel needs of 
an account, he has the opportunity to 
become more thoroughly acquainted 
with the customer’s people and op- 
erations. Consequently, he can do a 
more complete job, From the stand 
point of supervision, it provides this 
division with a better opportunity to 
gauge the over-all performance of a 
salesman, since he, and only he, is 
held accountable for the steel cus- 
tomer. 


various salesmen 


since one salesman is 


Gives Salesman Mobility 


Q. You have pointed to the team- 
work advantage this customer-orien- 
tation of salesman and “inside double” 
provides. How does this work in 
practice? 

A. The team arrangement frees 
the outside salesman to devote a 
major portion of his time to field con- 
tact work. The inside sales represen- 
tative accepts the responsibility of 
securing all information required for 
the orders and inquiries. Gathering 
of information may involve contact 
with product specialists in other de- 
partments in the division, western 
and eastern product mills, and so on. 
The inside sales representative is 
given primary responsibility for this 
area. 


QO How are data on 
made available to inside salesman? 
Do the salesman and his “double” 
ever get their wires crossed? 

A. Data on customers are made 


customers 
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New face on Michigan Avenue 


The twelfth floor at 230 North 
Michigan Avenue doesn’t look the 
same as it used to, and neither do the 
people here. 


There are new offices, and some 
new faces—like Reg Carey’s. And, 
because of what Reg signifies, there 
are bright new looks on all the old 
faces, too. 


For this is the advent of the new 
Campbell-Ewald in Chicago. 

This isn’t just a branch any more— 
this is Campbell-Ewald. We’ve taken 


the spirit and the leadership that have 
brought us up through our tremen- 
dous three-year resurgence and planted 
part of it in Chicago. As one man puts 
it: “‘We’re starting the same blood 
flowing through all the arteries.” 


Reg Carey was, and is, part of that 
resurgence, and, as vice president in 
charge of this office, he’s transfusing 
it to Chicago in big doses. 


He, and everyone else here, is out 
to make Campbell-Ewald’s presence 
felt. They’re out to diversify. They’re 


out to grow. And they offer clients a 
fully staffed, self-contained office back- 
ed by all our great creative resources. 


They have the abilities to make it 
work; they have the will. And they 
have one more quality that’s sure to 
bring success—one quality that makes 
the difference between a good agency 
and a great one, between good adver- 
tising and great advertising, in 
Chicago and everywhere else— 


One quality, a simple thing, and 
rare—enthusiasm! 


CAMPBELL-EWALD Advertising Pn sx +« New York + Chicago + Los Angeles + Hollywood 


n Francisco + 


Washington « Atlanta + Dallas + Kansas City 


available to the inside salesman by 
the outside salesman. Through cus- 
tomer contact he obtains the intorma- 
tion—or reports the questions—and 
passes it on to his inside counterpart. 
The two seldom get their wires 
crossed because this team type of op- 
eration provides a mutuality of inter- 
est in the customer’s problems, The 
inside salesman is in a position to 
discuss the customer’s interests on an 
equal footing with the outside repre- 
sentative. The contacts between the 
two men are frequent. They become 
interdependent and work out together 
the solution of their problems. 


Q. Does this interdependence pre- 
sent any difficulties in compensation 
—for example, if inside men are on 
salary and outside salesmen on com- 
mission or salary plus commission? 

A. Our salesmen sell on straight 
salary. However, the corporation is 
considering establishment of a sales 
incentive plan. Such a plan would be 
based entirely on group effort and all 
persons in the sales department 
except for those having clerical o1 
stenographic responsibilities 
participate in the plan. 


would 


Q. Do inside men initiate any 
business or repeat business, or is their 
function mainly of a service nature 

A. Inside men are _ responsible 
principally for service. In their tele- 
phone contact with customers they 
often take orders and occasionally 
initiate business. However, this is 
primarily the responsibility of the out 
side salesman, 


Q. Will you give examples of th 
kind of matters customers most often 
take up with inside men? 

A. They fall 


categories: 


mainly into three 
(1) taking routine orders; 
(2) expediting 


shipments of orders 
on the book; (3) developing pricing 
and delivery information. 


Q. Do the inside representatives 
ever become outside salesmen? 

A. Yes. Normally the inside work 
is part of the training that goes into 
the development of our salesmen. | 
should point out that the foundation 
for the effectiveness of our inside 
selling organization is, at least in 
part, a careful selection and thorough 
training of potential outside sales 
people. The inside selling work forms 
a part of each potential salesman’s 
training schedule. It takes several 
years for this training period to be 
completed. 


Q. Are there any disadvantages in 
this arrangement? 
A. There may be a few from the 
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standpoint of clerical effectiveness, 
particularly during the initial stages 
of the training period, but they are 
more than offset by the thorough 
background of product and customer 
knowledge gained by the individual. 
We make certain that the caliber of 
the individual selected assures the 
mastering of clerical details in a very 
short time. 


Q. Summing up, what would you 
say this customer-oriented team plan 
has accomplished for your division 
and the coroporation? 

A. What this plan does for us, I 
believe, has been made fairly clear in 
the answers to your questions. How- 
ever, we might emphasize the fact 
that the relationships created have the 
effect of personalizing our service. In 


our opinion, it draws the customer 
closer to us, simply because the team 
effort results in good service on orders 
for steel. 

An important gain, of course, is 
the continuing pool of well-trained 
candidates for outside sales the pro- 
gram provides. 

To the customer, continuity of 
contact with one or two individuals 
who are thoroughly familiar with his 
account, his problems, his needs and 
interests, is very important. It saves 
him time, unnecessary explanations, 
does away with delays, frustrations 
and irritations —the sense of being 
just a name on a book in an office. It 
recognizes the importance of the in- 
dividual customer by serving him as 
he wants and needs to be served. 

The End 


A NEW SQUEEZE-CAN PACKAGE developed by Bradley Container Corp., 
Maynard, Mass., has already been adapted to two widely varying purposes. 
TOP: Breck’s, Boston, uses a refillable 8-ounce squeeze can for plant spray 
dust. BOTTOM: Colgate-Palmolive is testing a 12-ounce can to deliver enough 
liquid detergent at one squeeze to do a sinkful of dishes. The container, known 
as the Bracon 2ME, consists of a flexible polyethylene sleeve with metal ends 
and a new type, hinged plug cap. Containers range in size from 8 to 32 ounces. 
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Showcase Specials by Gair 


OLD SGURBON-NEW LOOK. Gair-Reynolds Foiline, 
gravure printed by Gair, adds a new luster to this gift 
carton for Old Grand-Dad bourbon whiskey. The car 
ton, by the way, won a First Prize in this year’s Fold 
ing Paper Box Association of America Competition 

"he distinguished graphic design was created by 
Gair for National Distillers Products Corp. It’s printed 
in five colors on silver Foiline. The carton’s easy tuck 
top and sturdy Quickset bottom construction makes 
for quick, safe handling 

Maybe you've got a product that needs something 
special in the way of a carton. Costs nothing to talk 
to the man from Gair about it. 


- 
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GILDING THE LILY. Mary King line of cosmetics, 
produced by the J. R. Watkins Co., is a big seller to 
discriminating women throughout the country —due 


, to its excellent quality and attractive packaging. The 
A STICKY BUSINESS NO LONGER. Curtiss’ chocolate covered jelly strings get spe 


use of foil enhances the package design, makes cus 
cial treatment in their new Gair carton. 


tomers conscious of the quality product within the 

Inside story here is Gair’s chocolate glassine board. The glassine is laminated to carton. And, along with the luxurious look of foil 

a white Gaircote news back board that brightens the eye appeal of Curtiss Candy laminated board, J. R. Watkins gets the economies of 

Company’s graphic design. Carton is reverse tuck style with acetate window. folding carton construction. For a carton that fits 

If yours is a hard-to-handle product, why not find out what Gair cartons made your product, your market and your pocketbook, get 
from our special boxboard can do. No obligation, of course. in touch with a man from Gair. 


Gair Package Analysis is a service designed fo blueprint a package that will fit your product, your 
packing and shipping methods and your market. Write us at 155 East 44th St., N. Y. 17, N. Y. 


og GATTI creative engineering in packaging 


FOLDING CARTONS + SHIPPING CONTAINERS «© PAPERBOARD + KRAFT BAGS AND WRAPPINGS 
Robert Gair Company, Inc. « New York « Chicago + Los Angeles 
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month after month... 


1512 million’ men and women“live by the book” , 


“Living by the Book’”’ is no abstraction! 3 
It’s always something definite and concrete — to do, to make, to buy. It’s 7 
Dad fixing a leaky faucet. It’s Mom laying out a rose bed or planning a 3 
patio buffet supper for family and friends. It’s Sis , 

doing her room over. It’s Junior dreaming about the : 

portable outdoor barbecue Dad’s been hinting at. It’s 7 

a family conference on a combination vacation-uranium 


hunt first seen in the Book! 


Separately eud together, every member of the 
family turns to Better Homes & Gardens for 
help with today’s tasks, inspiration for tomor- 
row’s plans. That’s why they refer to it, affection- 
ately, as “the Book’’. It’s more than a book. It’s the 
spark for the warm friendly fire that burns | 


everywhere on America’s hearthstones! 


Isn’t this the way you use it? 


*15,500,000 people read an average issue of BH&G! One- 
third of the 123,800,000 people 10 years of age and older in 
the U.S. read one or more of every 12 issues. That’s 44,150,- 
000 people—and over 40% of them are men! 
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.,..and the book is Better Homes and Gardens! 


4.250.000 DELIVERED COPIES EACH MONTH 


during the year... 


1/73 of America reads Better Homes and Gardens! 


Meredith Publishing Company, Des Moines 3, lowa 
*A 12-Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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(WERNIGHT RESULTS 


FOR Sorina CO. STORES BUILT THIS 30-YEAR SUCCESS STORY 


ADVERTISING 


LINAGE 


_ NEWS 


800,000 


700,000 


AMERICAN 


600,000 


NATIONAL TEA CO. ADVERTISING 
LINAGE IN CHICAGO NEWSPAPERS 


400,000 


300,000 


200,000 


MORNING 


100,000 


NEWSPAPER 


\ 


ALL-DAY 
NEWSPAPER 


Ssar Es 


1924 


NATIONAL ADVERTISERS 
GET THE SAME 
OVERNIGHT RESULTS 
FOR YOUR PRODUCTS! 


For over 30 years, National Tea Company has 
depended heavily on its advertising in Chicago’s 
evening newspapers to bring in tomorrow’s cus- 
tomers. Today, Chicago retail grocers show a 
3 to 1 preference for evening newspaper adver- 
tising. This pattern has played a major part in 
the growth and development of these giant food 
marketing chains. 

Following the advertising pattern of successful 
chains affords the greatest opportunity to sup- 
port the volume retailers of your product. It 
provides the greatest incentive for tie-in ad- 
vertising. It is the fastest way to introduce a 
new product . . . the most economical way to 
gain greater share-of-market for products which 


1954-55 


FIVE WAYS THE 
CHICAGO AMERICAN GIVES 
ADVERTISING MORE PAY-OFF 


- Big, Responsive Evening Circulation—more than 500,000 


daily in high-potential Chicago trading area. 


. Largest Evening Home-Delivered Circu!ation—43.1% 


home-delivered in Chicago and suburbs. 


- Full Corporate Chain Representation—More than double 


the food chain linage of the morning newspaper, more 
than five times that of the all-day newspaper. 


- Top Food Editorial Pages—Mary Martensen’s food col- 


umns are exciting news for Chicago women. 


- Tie-in and Marketing Cooperation— Mary Martensen 


features your products on her TV cooking school pro- 
gram ... field men work under your direction to promote 
your advertising to the trade. 


CHICAGO sii:2AMERICAN 


Represented Nationally by 
HEARST ADVERTISING SERVICE INC. Offices in 15 Principal Cities 


are already established. 
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Marketing Pictographs 


Planned by the editors of Sales Management and designed by Hile-Damroth, Inc. 


WHO'S GOT BUYING POWER? 
(and how much?) 


Ameritans are gaining new buying power. unprecedented prosperity. Assuming a subsist- 
Their Effective Buying Income, for instance, ex- ence level of $2,500 a year, figures show that 
ceeded $265 billion in 1955 and it will | better than 70% of spending units have in- 
undoubtedly top that this -year. Annual in- comes greater than this minimum. More than 
come per spending unit is going up. More 45% earn more than $4000. Here’s the rest of 
people have money to spend for luxury and the picture: 

near-luxury items. This reflects the country’s 


33.4% 
io: TOTAL INCOME 
%, OF 4 7 $88.7 BILLION 
POPULATION : 
% BUYING ~~ 24.1 
INCOME TOTAL INCOME 
$63.9 BILLION 
17.9% 
TOTAL INCOME 15.8% 
$47.6 BILLION TOTAL INCOME 
ae $41.9 BILLION 
8.8% 


TOTAL INCOME 
$23.4 BILLION 
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29%—$0-$2499 25% —$2500-§3999 30.9% —$4000-$6999 9.2% —$7000-$9999 
INCOME INCOME INCOME INCOME 
16:2 MILLION 14.2 MILLION 17.1 MILLION 5.1 MILLION 
SPENDING UNITS SPENDING UNITS SPENDING UNITS SPENDING UNITS 


PICTOGRAPH BY 


M 5.1% —$10,000 AND OVER INCOME 
Source? 1956 SALES MANAGEMENT Survey of Buying Power Saly 2.8 MILLION SPENDING UNITS 


Designed by HILE-OAMROTH 
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“rou have to get 


---in Philadelphia 


These days, you have to get off your * to move 
merchandise. That’s why, in Philadelphia, the all- 
new NEWS is such a help. 


All new from masthead to back page, the spar- 
kling NEws delivers an audience that is enthusias- 
tically loyal. Not in long, dull years has Philadelphia 
been treated to such vigorous journalism. Provo- 
cative columns that are unafraid of controversy. 
Quick and complete news coverage, feature stories 
that illuminate men and events. From Oxford Circle 
to Suburban Square, awakened Philadelphians of 
all parties are enthusiastically reading and quoting 
the all-new NEws. 


Represented by: REYNOLDS-FITZGERALD 
New York + Chicago « Detroit - Syracuse «+ Atlanta 
Los Angeles + San Francisco + Seattle - Philadelphia 


Such reader loyalty pays off. So does the un- 
excelled visibility your advertising gets in our bright 
tabloid pages . . . we couldn’t bury you if we tried! 
Loyalty plus visibility . . . in more than 175,000 
prosperous households. No wonder alert advertisers, 
local and national, are giving us such fat linage 
gains. They know it pays to bring their ads out 
in the open, and that we couldn’t bury them if we 
tried! They know, too, that huge circulation means 
little if your ads are getting buried: one reader who 
sees an ad is better than 101 who don’t. Try us 
yourself ... soon... and see the bright difference! 


PHITLADELPHiA DAILY 


See the 


bright 
difference! 
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CHANGING BUYING HABITS OF A METRO AREA 


Consumer buying habits the nation over are some of its buying changes during the past few 


sometimes slow to change, but in a spécific met- years, but you may find that it goes against the 
ropolitan market, trends, fads and concentrated national pattern in your own field. Here’s a com- 
advertising campaigns can have an almost in- parison of sales on some random-selected 
stantaneous effect on product sales. Milwaukee, — products in the Milwaukee area. 

a city of 300,000 families, is perhaps typical: in 

PERCENT OF PEOPLE BUYING. .. | 1953 ose 


SHAVING CREAM IN PRESSURIZED CANS BRUSHLESS SHAVING CREAM 


1 
5.1% 27.3% 


HAND CREAM : HAND LOTION 
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LIQUID LAUNDRY STARCH DRY LAUNDRY STARCH 


—  -_ S 
22.0% 77.1% EF ie | 


FROZEN ORANGE JUICE MARGARINE 


51.2% 


PIE CRUST MIX. 


35.1% 333 


CANNED MILK 


10.0% 55.2%} 
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Source: The Milwaukee Journal, Consumer Analysis, 1956 : Saks Monagierael, 
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WHAT IT IS 


Consumer Analysis is the broadest, most 
comprehensive survey ever compiled to re- 
veal the product use, brand preferences, em- 
ployment data, and general household com- 


position of Chicagoans . . . an accurate 


picture of the competitive position of brands 
in this huge market. 


WHAT PRODUCTS ARE 
COVERED 


This is the most complete, wide-range cover- 
age of products ever presented in any brand- 
preference survey of Chicago. Includes 160 
pages of information-packed tables—Baby 
Foods to Bleaching Fluids; Peanut Butter to 
Paint; Napkins to New Cars; Tea to Television 
Sets. 


* 


This service is another example of why advertisers agree that... 


THE CHICAGO 
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the first time: 


ANALYSIS SURVEY 


ICAGO 


The Chicago Daily News, in cooperation with the Consolidated 
Consumer Analysis Study, brings you a survey of Brand Preferences 
and Buying Habits in the GREATER CHICAGO AREA .. . biggest 


market ever covered by well-known Report. 


YOU CAN GET THE 


WHAT MARKETS ARE DATA YOU WANT 


COVERED Just call your Chicago Daily News rep- 
WHAT CONSUMER resentative or write Consumer Analysis 


ANALYSIS CAN DO FOR YOU Department at the Chicago Daily News. 


The information you need is ready and 


Consumer Analysis Surveys are conducted 
simultaneously in 20 other major markets. 
The Consolidated results book enables you You may study Consumer Anslysis to leorn aia ter your cement 


to compare, for the first time, the great exactly where your product stands in relation 


Chicago market's. brand preferences and to similar and competitive products. You'll see 


buying -habits with other markets across to what extent each brand is preferred or re- 


the nation jected. You'll recognize strong implications 


of why your promotional campaigns are suc- 


ceeding or failing. You'll be given clear indi- 


' ations of future sales-trends. 


a. 


| ye { 
DAILY news His tome. 
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NEWSPAPERS GAIN AS ADVERTISING MEDIUM 


PERCENT OF GAIN IN 
MAJOR CLASSIFICATIONS 
(11955 over 1954) 


AUTOMOTIVE 42.6% 


INDUSTRIAL 25.8% 


HOUSING EQUIPMENT 25.8% Dollar volume of national advertising 


ey a ur “, 
. ‘ ‘ 
~ By S 


in daily newspapers in 1955 climbed 
more than $100 million over 1954. 


AGRICULTURE 24.8 Yo Year-end totals recently released 


showed national advertising income at 
$695 million for the 12-month period. 


PUBLIC UTILITIES 24.7 % Total for 1954 was $594 million. This 


represents a gain of 17%, which by 
newspaper—or any other—standards is 
TRANSPORTATION 22.2% a healthy increase in just one year. 
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INSURANCE 22.0 % Designed by WILE DAMROTH 
PERCENT OF \LOSS IN 
ow i—e of, MAJOR CLASSIFICATIONS 
(1955 over 1954) 
| oy a ALCOHOLIC 
on — 5.5 % — 27 fl BEVERAGES 
; TOILET 
14.5% — 3.4% REQUISITES 


” PROFESSIONAL 
12.1% = 5.9% & SERVICE 
CONFECTIONS 
“? % 4 ae 


Source: Bureau of Advertising, A.N.P.A., New York 22, N. Y 


HOTELS & RESORTS 


SPORTING 


10.6 » * —21.4 %o GOODS 


RADIO & TV 


GROCERIES 


(Advertisement) 


How To Sell the Men's Market 


The best way to sell your product to men is to advertise in a “package” of men’s 


magazines. There’s one for practically every male reading interest. By selecting a 


schedule of men’s magazines, you’re almost completely eliminating waste circulation. 


, You ‘reach men at the lowest-possible cost per thousand because you’re not paying 


for women readers, too . . . as you would be in “general” magazines. Dell Men’s Group 


is an important part of your selling “package” of men’s single-interest magazines. It’s 


made up of America’s two top-selling true mystery magazines, Inside Detective: and 


Front Page Detective. They’re read cover-to-cover by almost 2,000,000 men every single 


month. Look-at the picture below of the typical Dell Men’s Group reader. Where else 


can you find a better male audience for your sales story? To sell your merchandise, 


you'll want to schedule Dell Men’s Group. 
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DELL MEN'S GROUP 


Inside Detective ¢ Front Page Detective 


DELL PUBLISHING COMPANY, INC. « 261 FIFTH AVENUE, NEW YORK 16, N.Y. 


A LOOK AT THE NATIONAL SALES PIE 4-15-56 


A LOOK AT THE NATIONAL SALES PIE 


Retail sales totaled $185.5 billion last year and many sellers 
never had it so good. Dollar volume in practically every industry 
soared to new heights. To gain a little perspective, here’s a 
national sales pie that)may show how big a slice your 
field enjoyed. rm 
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Source: 1956 SALES MANAGEMENT Survey of Buying Power 


EXECUTIVE SHIFTS 
IN THE SALES WORLD 


American Airlines, Inc. . . . 


Richard L. Fitzpatrick to sales v-p, 
Southern region. 


American Latex Products Corp. .. . 
Robert J. Witte to advertising 
manager. 


Bausch & Lomb Optical Co. . . 
Alton K. Marsters to v-p, sales. 


Beatrice Foods Co... . 

Walter A. Lapham to v-p, sales 
and advertising tor he D. L. Clark 
Division. 


Brown & Bigelow .. . 


Hamilton E. Hayne to v-p, sales. 


Consolidated Electrodynamics 
Carine. 3 


William F. Johnson to director of 


sales. 


Felt & Tarrant Mfg. Co... . 
Albin E. Carlson to president to 
succeed Raymond J. Koch who be- 


came chairman. 


The Heli-Coil Corp. .. . 


Eduard Baruch to president. 


House Beautiful . . . 


Calvin C. Herge to sales manager. 


Hudson Pulp & Paper Corp... . 


Irwin A. Zuckerman to v-p, sales. 


L.O.F. Glass Fibers Co... . 
Clinton F. Hegg to general sales 
manager. 


Motorola, Inc. . .. 


Harold J. McCormick to director 
of advertising and sales promotion. 


Schenley Laboratories, Inc. . . . 


M. Budd Mittleman to marketing 
manager. 


Vulcanized Rubber and Plastics 
Co. . 

Robert G. Werner to president and 
David Lewis to v-p, sales and manu- 
facturing. 


The Worcester Telegram and 
The Evening Gazette .. . 

Kenneth L. MacMannis to assist- 
ant advertising director; Raymond 
J. Dowd to manager, retail advertis- 
ing and Edward L. Davis to man- 
ager, general advertising. 
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HERE’S OUR 
BEST SELLER! 


Everything from 


population to 


pollen count... 


Ni 


from total sales 

to tap water... 
you'll find all 

the facts about 

the Troy, New York 
market... facts that 


will boost your 


sales... 


Write for a free 
copy of "THE REAL 
TROY, NEW YORK 
MARKET"... a 

neat little 4-pager 


e 


that will hel p Totat 211 oj City Zone 120,819; Trade Zone 90 js 


build your 1956 


sales volume. 


THE RECORD 
NEWSPAPERS 


* THE TROY RECORD °* 
* THE TIMES RECORD ° 


FROY, N. Y. 


WORTH WRITING FOR... 


Booklets, surveys, market analyses, promotional pieces 
and other sales literature useful to marketing executives. 


The Central South and How to 
Sell in It: Fact book from WSM 
Radio Station. Called ‘“The Mystery 
Market,” it is one of the richest mar- 
kets in the country—$2,713,371,000 
—richer in terms of consumer spend- 
able income than the cities of Balti- 
more, Buffalo, Minneapolis, Milwau- 
kee, Houston, Cincinnati or Kansas 
City, or Denver and New Orleans put 
together, or Atlanta and Dallas put 
together. Data include WSM Radio 
Station coverage of the market and 
other radio station coverage; Nash- 
ville newspaper and fringe newspaper 
coverage, and Nashville TV station 
coverage. Write to Robert E. Cooper, 
Sales Manager, WSM Radio Station, 
Nashville, Tenn. 


1956 National Directory of 
Weekly Newspapers, including 
semi- and tri-weekly newspapers: 
Published by Weekly Newspaper 
Representatives, Inc., it provides com- 
plete information about America’s 
8,547 weekly newspapers—a key to 
the non-metropolitan buying market 
of 75 million people (50% of the 
U.S. population) who have more 
than $74 billion to spend. Included 
are up-to-date circulation figures; 
latest national advertising rates; city 
and county populations; city and 
county locations; state maps and 
county indexes; days of publication; 
mechanical data; publishers’ names; 
special ABC listing; market data; 
policies on alcoholic beverage adver- 
tising; county seat locations; total 
spendable income; number of retail 
outlets; designations as to the types 
of communities — suburban, agricul- 
tural, resort, mining, etc. The direc- 
tory sells for $10 a copy. Write to 
Robert H. Moore, Eastern Sales 
Manager, Weekly Newspaper Rep- 
resentatives, Inc., 404 Fifth Ave., 
New York 18, N. Y. 


Advertising Specialties, Business 
Gifts and Premiums: Information 
compiled by Advertisers Publishing 
Co., which includes descriptions and 
pictures of housewares; metal, paint 
and auto specialties; party favorites; 
convention items; business gifts, and 
bank specialties. There is also infor- 
mation about imprinting; cuts, dies 
and specifications ; export certificates ; 
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prices; taxes; shipment; imported 
items, etc. Write to E. L. Lemper, 
Advertisers Publishing Co., 944 Wall 
St., Publicity Park, Ann Arbor, 
Mich. 


Sales Tools for Lower Cost 
Selling: A presentation of custom- 
built sample cases and leather goods 
from C. H. Ellis Co., Inc. Included: 
a case built around a specific meter 
made by one of the largest meter 
manufacturers; a 20-clip vial case 
built to hold a leading pharmaceutical 
company’s entire line of products in 
a pocket-size top grain leather zipper 
case; an organizer catalog case with 
special compartments for separate 
sales promotional items and ampie 
room for product samples and other 
material; zipper case with compart- 
ments arranged to held everything 
a salesman needs for his sales presen- 
tation, including two trays for prod- 
uct samples; the “Organizer,” a 
pharmaceutical detail bag which pro- 
vides a quick means of showing a 
variety of items during a sales call. 
Write to Ralph F. Young, Vice- 
President of Sales, C. H. Ellis Co., 
Inc., 134-140 S. Pennsylvania St., 
Indianapolis 4, Ind. 


Growth and Prosperity in Five 
Midwest Cities — Flint, Mich., 
Fort Wayne, Ind., Waterloo, Ia., 
Madison, Wis., and Decatur, III: 
1955 annual report published by Fed- 
eral Reserve Bank of Chicago. These 
cities, the report points out, illustrate 
growth in the medium-size group, 
which all told includes close to a 
fourth of the Midwest’s population. 
They have all done exceptionally well 
recently, though they are by no means 
the only vigorous and growing com- 
munities in the Seventh Federal Re- 
serve District, This district now has 
31 communities which, by the Census 
Bureau’s definition, are “standard 
metropolitan areas.”’ These are cities 
over 50,000 and the counties which 
include them and their environs. 
Most metropolitan areas have farm 
as well as urban populations and 
economic activities. The Federal Re- 
serve Bank’s studies are of the urban 
segment of the local economy. 
Decatur is described as a city in 
transition; Fort Wayne, as a city of 


maturity with hard goods; Waterloo, 
as a city with two plants plus; Flint, 
as an exception to prove the rule; 
Madison, as a city with blackboards, 
test tubes and typewriters. For the 
full report, write to Paul Knapp, 
Manager of General Advertising, 
Federal Reserve Bank of Chicago, 
Box 834, Chicago 90, III. 


Total Marketing: A 1|7-page ques 
tionnaire which has been the basis of 
advertising campaigns that sold over 
$50 million worth of merchandise and 
services, made available by ‘The Wex- 
ton Advertising Agency. Developed 
over a period of seven years by the 
agency, the questionnaire, according 
to Larry Schwartz, President, “re- 
veals deficiencies in a manufacturer’s 
distribution, sales management, sales 
training, advertising, research, pric- 
ing, packaging, sales promotions and 
other vital areas of marketing. Ex- 
ecution of the questionnaire by manu- 
facturers helps to provide the basis 
for a fully integrated marketing- 
advertising. program and achieve spe- 
cific sales goals on a scientifically 
planned basis.” Copies are available 
at $1 each. Write to Larry Schwartz, 
President, The Wexton Advertising 
Agency, 11 E. 47th St., New York 
yi. ¢ 


True Story Women's Group 
Audience Study: Conducted by 
Kemp Research Organization for 
Macfadden Publications, Inc., pub- 
lisher of True Story, Photoplay, True 
Love Stories, True Romance, True 
Experience and TV Radio Mirror, 
it presents data for the entire True 
Story Women’s Group and for each 
individual magazine within the group. 
In addition to reporting reader and 
family characteristics, the study in- 
cludes data on the net unduplicated 
circulation of the 6 True Story 
Women’s Group and of the 4 maga- 
zines of the Family Behavior Group. 
Similar data are available for com- 
binations of any 2 or more magazines 
of the Group. There is also a report 
of the duplication of True Story 
Women’s Group and of the Family 
Behavior Group by other leading 
monthly, weekly and bi-weekly maga- 
zines, Data for both groups and indi- 
vidual magazines include number of 
readers per primary household by age 
and sex; family composition ; number 
and ages of children; family income; 
occupation of family heads; occupa- 
tion, education and marital status of 
women readers; home ownership, etc. 
Write to Gene Waggaman, Sales 
Promotion Director, Macfadden Pub- 
lications, Inc., 205 E. 42nd St., New 
York 17, N. Y. 
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All postmarks are actual reproductions. Post 


offices mentioned in the text really exist. 


Grit—weekly best-seller in America’s least exploited market 


A figure Filbert (S.C., W.Va.) from Fiftysix (Ark.) 
has figured out that the Grit market is bigger than 
Cleveland, Pittsburgh, Washington, Rochester and 
Indianapolis combined. 

But advertising aimed at metropolises misses the 
people in this market. They're grass-roots people— 
spread out all over the U.S.A. in towns like the ones 
from which we snagged the postmarks. Towns more 
than a hoot and a holler away from big cities. 
Towns no commuter’s local ever whistled at. True 
small towns. 

The weekly Grit audit now hits 800,000 copies 
in 16,000 towns—and keeps on going. That means 
better than 3°4 million readers. And 58.54% of 
them in towns of 2500 or less! No other national 
magazine comes even close to such small-town con- 
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centration. Which is one important reason why 
small towns represent America’s least exploited 
market. 

Grit belongs in small towns the way chocolate 
cake does in church suppers. Small-town people 
live by it. They get their news, fiction, games, 
comics, menus, patterns, workshop plans, child- 
raising hints, poetry and puzzles from Grit. 

And it’s their buying guide, too. We've 20 years’ 
documentary proof of that. The best proof, though, 
is your own. That costs about $1 per town per year 
for a full-scale, large-space campaign. Take your 
Place (Ky.) in the small-town Sun (La.) with Grit! 
Grit Publishing Co., Williamsport, Pa. * Represented by Scolaro, Meeker 


& Scott in New York, Chicago, Detroit, Philadelphia; and by Doyle & 
Hawley in Los Angeles and San Francisco 
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Sales Meeting by Phone 


Cordomatic's sales manager recorded the telephone re- 


ports of his 16 field salesmen on his new promotion policies. 
Cost: $180 and I5 minutes of each salesman's time. 


Salesmen don’t like to write, but 
they are more than willing to talk— 
even if it is recorded. 

“They are not self-conscious or in 
hibited in a recorded conversation,” 
says W. Russell Getty, sales manager, 
Cordomatic Division, Vacuum Clean- 
er Corporation of America. Getty 
has just completed an experiment to 
cut time and expense of a national 
sales meeting with sales representa- 
tives and still draw on their valuable 
experience to chart future plans. The 
company needed opinions and sugges- 
tions from its field force—and 
quickly. 

Until a few years ago, when it pro- 
duced a line of automatic drop light 
reels, Cordomatic was a manufac- 
turer’s manufacturer. Promotion and 
advertising of its reels—accessories on 
another product—rested entirely on 
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the activities of Cordomatic’s custom- 
ers. Cordomatic’s representatives in 
the field received little advertising 
and promotion to help establish the 
drop light reels in the automotive 
field. 

When Richard Tamarin, vice- 
president, and Getty decided to change 
from the-product-can-sell-itself ap- 
proach to compelling promotion and 
merchandising, they realized that their 
field force had to be heard to get 
first-hand information about jobber 
reactions to the product, and jobber 
experiences in selling to the trade. 

With the decision to promote ag- 
gressively, there was little time to 
plan and produce a national sales 
meeting. Lavenson Bureau of Adver- 
tising, Inc., Philadelphia, was ap- 
pointed to investigate the market for 
Cordomatic reels and prepare adver- 


tising. ‘The agency wanted to hear 
from the sales force, too, “‘as soon 
as possible,” 

A telephone and Edison Voice- 
writer were the substitute for a full- 
dress conference of salesmen, company 
and advertising agency. Cost for its 


national “meeting” on _ records: 


’ “About $180 and 15 minutes of each 


rep’s time,” says Getty. 

Getty mailed a letter to each sales- 
man to explain the company’s new 
views and need for help to make ad- 
vertising and promotion productive. 
With each letter were two cards. One 
was to be mailed back to Getty to 
indicate that the salesman would be 
ready to talk “for the record” at an 
appointed time. If the salesmen 
couldn’t make the telephone appoint- 
ment, he indicated a better time for 
the call and mailed back his card. The 
second card was a reminder of the 
appointment. 


Conversations Recorded 


In about 10 days, calls started. 
Getty had the telephone company put 
an attachment on his telephone to 
convert it into a-microphone that 
would record both ends of a conversa- 
tion on his Voicewriter. 

At a rate of four calls a day—con- 
versations lasted 15 minutes each 
Getty was required to give up just 
two hours a day for four days to talk 
to his 16 salesmen across country. 
Salesmen lost just 15 minutes each—if 
giving ideas to the home office can 
be marked down as a loss for a sales- 
man. 

Salesmen on the road called from 
hotel rooms or telephone booths. Some 
called from home or the office. Each 
call was person-to-person directly to 
Getty. Everyone came through on 
schedule without delay. 

With 10 days’ advance notice, sales- 
men had plenty of time to prepare for 
the “meeting.” Several made specific 
checks with customers to support their 
ideas and suggestions with fresh am- 
munition. Each man talked candidly 
and reported in detail. 

Getty made no attempt to lead the 
conversation or direct it into specific 
channels. He wanted all the ideas his 
sales force had on how to promote 
and advertise for full effect. 

Big plus in recorded conversations 
was capture of enthusiasm and _in- 
flections in salesmen’s speech. When 
playbacks were made for agency ex- 
ecutives, they got not only facts but 
a “feel” of sales conditions. After a 
few repeats they could identify sales- 
men as though they had met them 
personally. 

Salesmen spoke of many things. 
Home office and agency noted special 
implications by tone and inflection of 
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PORTRAIT 
OF A 
SEATTLE 
WOMAN 


in the MOOD TO BUY 


Seattle is a prime market for your product. There are THREE 
QUARTERS OF A MILLION people in the Seattle ABC City Zone. 
more than ONE MILLION in the Seattle ABC Retail Trading Zone. 


IN THE MOOD TO SELL? 


Here is a real effective buying power—third highest per capita 
among the nation’s largest markets. And here is a newspaper 
that provides your product with SATURATION COVERAGE of this 
ae rich market. 


n SM The Seattle Gimes 


ACCEPTED 
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is your 

sales effort 
as productive 
as it could be 


SPECTOR 


wy 


FREIGHT 
TRANSPORTATION SERVICE 


Perhaps it’s never occurred to you, but transportation is one 
of the most important aspects of your selling effort. Rich new 
markets . . . sales-controlled inventories . . . lowered warehous- 
ing costs ... and, above all, fast customer service are available 
to the sales manager who appreciates this fact and is willing to 


invest the time to do something about it. 


Consult with your traffic manager or your nearest Spector rep- 
resentative. He'll welcome the opportunity to show you how 
Spector’s broad authority, modern, versatile fleet and advanced 
“sales-engineered” methods can help make your merchandising 


and distribution program pay bigger dividends. 


SPECTO FREIGHT SYSTEM, INC. 


Genoeral Offices: 3100 S. Wolcott Avenve, Chicage 8 
TERMINALS IN: 

Baltimore-Washington * Boston * Bridgeport * Chicago 
Decatur * Indianapolis * Milwaukee * Newark * New 
Britain * New York * Peoria * Philadelphia * Providence 
St. Lowis * Springfield (Mass.) * Worcester 


voice to gain insight into a salesman’s 
convictions about needs in the field. 
“About 75% of the men had the 
same ideas about what should be 
done,” says Getty. “These, plus the 
approximately 25% of new ideas, 
helped get information to our agency 
so easily and quickly that its com- 
plete program was prepared, approved 
and under way promptly.” 

What did salesmen say “for the 
record?” They suggested media for 
advertising; expressed opinions on 
packaging. Envelope stuffers for job- 
bers as well as a monthly bulletin 
were discussed. A newsletter for the 
representatives turned up frequently 
as a suggested tool for selling. 

“Without ever leaving our Phila- 
delphia offices, we can keep our 
finger on the pulse of activities in the 
field,” says Getty. “In emergencies we 
can use this telephone-recorder tech- 
nique to solve special problems 
quickly.” 

Representatives will get an oppor- 
tunity to hear each other’s recorded 
call at the next “in-person” national 
sales meeting. ‘These meetings are held 
biannually to coincide with trade 
shows attended by representatives. 

The End 


Record Sales Forecast 
For Air Conditioners 


Unless this summer turns out 
to be remarkably cool, sales of 
room air conditioners for the 
first time in history will pass 
the 1.5 million mark, topping 
1955 by at least 10%. This is 
the forecast of George S. Jones, 
managing director of the Air 
Conditioning and Refrigeration 
Institute and leading authority 
on refrigeration output. 


This year’s sales season start- 
ed with an inventory of about 
350,000 units carried forward 
from 1955. The 1955 season be- 
gan with about 700,000 units 
carried from 1954. 


Although volume of sales has 
been rising over the past sev- 
eral years, some manufacturers 
have been forced to drop out. 
The number of companies has 
dwindled from better than 100 
to about 50. The difficulty has 
been not so much a lack of cus- 
tomers as a scarcity of dealers. 
Even in a city of a million popu- 
lation, it proved impossible to 
set up 100 competing retail out- 
lets, each pushing a different 
brand. Generally, though not in- 
variably, dealers hold franchises 
and carry a single line. 
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The big news in baby fashions: fancy pants that are not only good to look at, but 
practical to wear as well. What happened when this feature story appeared 
in a recent issue of PARADE? 
More than five out of seven women readers stopped to brush up on baby’s new 
look. Making people stop, read and remember is something PARADE does 
so well (and so consistently) that independent surveys show it’s the best read 
magazine in America. 
To you as an advertiser, this means twice as many readers for your dollar in 
PARADE as in the big weekday magazines. 
It’s no secret any more: To give sales a shot in the arm, to make dealers 
happy . . . PARADE has what it takes! 


PARADE ...THE SUNDAY MAGAZINE SECTION OF MORE THAN 6O FINE NEWSPAPERS 
COVERING SOME 2660 MARKETS ... WITH MORE THAN 16 MILLION READERS EVERY WEEK 
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The old bottle... 


got a new label 


“+++ to gain style, shelf value, better visibility ..." 


Here's the label detail: 
Back 


extra-fine Guild Wines you have enove! 
under the white label shown stew 
in “new clothes” We think i 


LL 


ells in beautiful design the sr ° 
* spend our lives growing grapes anny 
bottling them for your enovme™ 

YOu agree, write and tell us 


The 
” 
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oe 
oe 
te 
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Guild Re-Packages to Seek 


“Ist in Consumer Preference” 


Competition in the wine industry 
for both retail outlets and consumer 


sales is getting keener. To meet it 
one winery, Wine Growers Guild 


, 


’ 


84 


Lodi, Cal., is launching its most 
thoroughgoing promotion program, 
with heaviest emphasis at point-of- 
purchase, based on the new label for 


the entire line of Guild Wines. 
Advertising budget for 1956 is sub- 
stantially higher than last year, ac- 
cording to Howard Williams, Guild 
general manager. The nation-wide 


program includes television, radio, 
newspapers and, in the East, transit 
advertising. ‘The transit program 
(New York City subway system) is 
new. On the West Coast, Sunset 
Magazine has been added. Local 
newspaper space has been increased. 

This shift of emphasis to local and 
regional media reflects the firm’s de- 
sire to help its sales force sell the 
retailer as well as the consuming 
public. Says a Guild advertising 
spokesman: ‘‘We are trying to in- 
clude as many local media as pos- 
sible, wherever possible,” 


Label to Sell 

Foundation of the campaign is the 
new package, Ultimate objective of 
the campaign is “to push Guild wines 
into first place in consumer prefer- 
ence.” It began with a comprehensive 
study of consumer motivations and 
attitudes toward wines. Hundreds of 
persons from San Francisco to New 
York were interviewed by a con- 
sulting psychologist. Special emphasis 
was placed on the sales effectiveness 
of the label designs. 

In the course of the study it was 
learned that people want to know 
more about the wine they buy. The 
original labels afforded little response 
to the consumer’s emotional attitudes 
toward wine and wine-making. Says 
Williams: “Our findings convinced 
us that Guild’s exclusive wine-making 
story should be visually conveyed by 
the label.” The job was given to 
Walter Landor and Associates who 
designed, redesigned, tested and re- 
tested more than three dozen different 
labels before a final choice was made. 
Williams considers the result of the 
four months of intensive work “a 
masterpiece . never before has a 
label matched a fine wine so per 
fectly.” 

Landor describes the thinking be- 
hind the design: “It grew from the 
vine, with every element based on 
the wine itself and the history of the 
people who make it, This was a 
deliberate effort to establish a dis- 
tinctive Guild personality which 
could compete successfully for the 
popular-price-wine shopper’s attention. 

“The moment a customer enters a 
store, many selling influences go to 
work, in addition to brand names. 
These influences range from shape, 
size and color of the bottle to the 
appearance of the label. A good label, 
to produce high sales consistently, 
must intrigue and reassure the cus- 
tomer. It must catch her eye and 
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Gehl \ouisvitte for hl itis wordh! 


A Majer Americon Market Where One Ocily Newspaper Combination Reaches 99% of the People 


RICHARD H. BURGESS 
Vice-President — Domestic Sales 
Pepsi-Cola Co. 

New York, N. Y. 


The Vice-President Knows... 


“WHY PEPSI-COLA 
SELLS SO WELL IN LOUISVILLE” 


“Pepsi-Cola sales in Louisville have in- success in Louisville stems from three 
creased over 325% in the past five years. factors: the astonishing growth of the 
This is a remarkable record, even sur- market; a quality product, forcefully 
passing Pepsi-Cola’s sales growth nation- sold; and concentrated advertising in 
ally—and that has been substantial.Our the market.” 


Pepsi-Cola is currently engaged in the most in- 
tensive newspaper advertising campaign in The 
Courier-Journal and The Louisville Times ever 
undertaken in Louisville by a soft drink manu- 
facturer. In nine months Pepsi-Cola will use over 
20,000 lines of R.O.P..color ads and full-color 
ads in The Sunday Magazine. 


LAST YEAR, LOUISVILLE’S FOOD 
SALES SOARED TO $175,000,000— 


The Conrier-Zonrnal AN INCREASE OF 12% OVER THE 
THE LOUISVILLE TIMES 


392,500 DAILY COMBINATION ° 313,633 SUNDAY 


JUNE 


PREVIOUS YEAR 


Represented Nationally by The Branham Company 


15, 19586 


KLEEN-UP MAN for your team 


Sales batting average down? Put 
KLEEN-STIK in your promotion 
line-up! This versatile, pressure- 
sensitive adhesive on your P.O.P. 
pieces will score high for your prod- 


ucts at the cash register. Here, 
f’rinstance, are a few recent hits 


produced with KLEEN-STIK! 


Cee ee Td 


Again, versatile KLEEN-STIK 
makes the “‘outstanding’’ differ- 
ence! In this unusual vertical adap- 
tation of the SLIDE-STIK, die-cut 
headlights “‘pop-out” of the T- 
shaped display to help GENERAL 
MOTORS dealers introduce ‘“T-3” 
Sealed Beam Headlamps. In show- 
rooms and service departments 
across the country, thousands of 
these attention-getting 3-D displays 
were easily mounted by their two 
KLEEN-STIK Strips to walls, 
arts counters, etc., to sell ‘““More 
sight — Aimed Right”. Created by 
MODERN DISPLAYS, INC., of 
Detroit, KEN RANDALL direct- 
ing. Swell 3-color print job super- 
vised by WILSON BRICE of 
LITHO-ART, INC. 


OLD 
FORESTER 
Points 

the 

Way 


One quick strip of KLEEN-STIK 
makes this slick trick effective. Die- 
cut shelf press-on points out and 
points up BROWN-FORMAN’s 
new, re-designed registered label for 
famous OLD FORESTER. The red 
pointer goes up easy, sells hard, 
carrying the promotion right down 
to the POP. (Pin-Point of Pur- 
chase!) Created and produced by 
FETTER PRINTINGCOMPANY, 
Louisville, under the eye of V-P 
BILL TURNER .. . with Ad Mgr. 
PEYTON HOGE and C. R. 
BALLARD carrying the ball for 
BROWN-FORMAN DIS- 
TILLERS. 


Let KLEEN-STIK ‘“‘go to bat”’ for 
your P.O.P.—it’s a sure hit every 
time! In window signs, shelf edgers, 
3-D pieces and many others, K-S 
delivers a strong sales pitch with a 
change of pace. “‘Scout”’ the sam- 
ples your regular printer or lithog- 
rapher can show you .. . or write 
for our “‘Idea-of-the-Month” servy- 
ice—it’s free! 


KLEEN-STIK PRODUCTS, INC. 


7300 West Wilson Avenue * Chicago 31, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 
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establish an identity she’ll remember 
against all. competition.” 

This calls for an appeal on two 
levels. In Landor’s opinion~an ef- 
fective wine label (1) captures some 
of the flavor of the slow-aging tradi- 


tion—the Old Worldliness and 
loving care people associate with 
wine processing—and (2) has 


maximum power from a distance to 
induce rapid movement of the bottle 
from shelf to user and in close-up to 
“sell” through visual advertising, 
particularly television. “All our ef- 
fort for Guild,” Landor explains, 
“was directed toward retaining the 
best features of the old label in terms 
of its already established identity 
and providing a sparkling new ‘dress’ 
with shelf power plus personality to 
help increase sales.” 

A feature of the old label which 
was retained is, the trade character, 
“The Old Guild Wine Master,” 
associated with the Guild Jine for 
years. This Guild “Wine Master,” 
representing years of advertising pro- 
motion built around a symbol, was 
carefully integrated into the new 
label in a medieval styling. The little 
man’s appearance is reminiscent of 
the old design, but is more friendly, 
more plausibly and handsomely blend- 
ed with the “Guild” hand lettering. 


New Grace 


Guild officials believe that the 
shape of the new label is unique in 
the wine merchandising field. “A 
graceful arch, or half round, the 
shape is exclusive with Guild and 
enhances brand distinction, It ex- 
ploits the best features of the cham- 
pagne-style bottle and creates an il- 
lusion of large size.” Says Norman 
Krieg, Guild’s advertising manager: 
“Our bottle has never looked so 
graceful.” Colors are red and gold, 
black and white. The gold is lavishly 
interwoven with a festive shade of 
red, as in an 18th-Century tapestry. 

The name “Guild” in black letters 
laced with gold stands out against 
the gold and white background. The 
kind of wine in wine-red is directly 
beneath. Both the brand name and 
the kind of wine are so well related 
that both can be read easily either 
from a distance or close up. 

Underlining the brand’s product 
story at the label’s base is a tapestry- 
like band of deep red with a con- 
tinuous pattern of woodcut illustra- 
tions in gold. All the descriptive 
copy is in gold to contrast with the 
brand name in black and kind of 
wine in red. Landor used a calli- 
graphic style of lettering for the 
word “Guild” but related it to the 
letter style of the old Guild label. 


The back label is one of the most 
interesting features of the redesign 
job. It simply reverses the front label 
color pattern, with the red portion 
at the top and the white at the bot- 
tom. The white portion is used for 
descriptive copy which tells the story 
of the new label. 

“We deliberately gave this back 
label the same shape as the front,” 
Landor points out, “to ‘plug’ the dis- 
tinction of the label’s shape.” He 
says that the principal function of 
the back label “is to duplicate, in 
miniature, the former Guild label to 


reassure loyal customers that the 
wine, although packaged in new 
dress, is the same fine Guild wine 


adds that the back label is also avail- 
they are accustomed to.” Landor adds 
that the back label is also available 
for any other Guild story the winery 
may wish to present in the future. 


Consumer-Tested 

Even the new celloseal is distinc- 
tive. The red and black, subtly used, 
echo the label colors just as the 
“arch” pattern of the neckband echoes 
the shape. It presents the Guild man 
and the phrase “100% Pure Grape 
Wine.” Because sweet wine outsells 
dry, aim of Landor and Guild execu- 
tives was to produce a strong sweet- 
wine label that would also “sell” dry 
wines. During consumer testing in 
two California communities, Wil- 
liams reports, the label proved ef- 
fective on all sizes and for all types 
of Guild wines—gallons and _half- 
gallons, quarts, fifths, pints, tenths, 
and the six-ounce bottle. 

Shipping cases, frequently used by 
retailers in mass displays, were in- 
cluded in the new Guild design 
theme. “Shipping cases are poten- 
tially high-powered promotional 
tools,” says Landor, “and trade re- 
lations tools as well.’ Guild officials 
suggest that their’s may be the only 
winery that makes life easy for the 
warehouseman and retail salesclerk 
by spotlighting different bottle sizes 
(fifths, half-gallons, etc.) on all four 
sides of the case. 

“All in all,” declares General 
Manager Williams, “‘the multiplica- 
tion of the label and case designs, arch 
after arch, from total concept to color 
detail, adds up to powerful display 
at the point-of-purchase, compelling 
the eye and creating the right psy- 
chological climate to buy.” 

The advertising theme to be em- 
phasized this year also has been re- 
vamped slightly. ‘Great Grapes 
Make Great Wine” is the new ver- 
sion. The old theme, “Extra Time 
and Extra Care Make Guild Wine 
Extra Fine,” has a secondary em- 
phasis. The End 
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HOW LIFE FITS YOUR MARKET 


There are 95,400,000 people living in 
metropolitan areas® 
in the U.S.... 
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and 25.8%! of all people aged 10 or 
over in these metropolitan areas are 
reached by an average issue of LIFE 


In no other medium can an advertiser start with so large 
a share of the market and be sure he’s getting it. This is 
one of the good reasons why advertisers—for the past 9 
years—-have kept putting more of their dollars-for-selling 
in LIFE than in any other magazine. LIFE’s total audience 
of 26,450,000t weekly is larger than that of any other 
magazine. 


*Areas surrounding cities of 50,000 or more 
tBased on: A Study of Four Media, by Alfred Politz Research, Inc. 
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lickin’ good” frosting Mixes 


Exclusive new Tilt Tub gives you gentle Tumb-l-ater 
washing of each garment. Deep-Spmaway Rinse 


% 


whirls out more soap and soil 


Is Your Advertising Full of Controlled Suds? 


An adman and lexicographer decides to take the Ad-Ese 
out of today's advertising copy and comes up with a lot 
of super-dazzling white space. Why does so much adver- 
tising speak a language no salesman would dare to use? 


BY JOHN LOUDON 


It has been called America’s second 
language. CBS Veep Gerald Light 
says it’s the “only language that has 
become extinct without ever having 
been alive.”” Nearly every adman rec- 
ognizes the patois. Network comedi- 
ans thrive on it. I refer to Ad-Ese, 
that strange phonetic derivative of 
the English language in which so 
many ads are now being written. It 
is a dead language which refuses to 
die. It just haunts us! 

Nobody speaks Ad-Ese consciously, 
unless self-consciously, as in a tele- 
vision commercial. I fear it is mostly 
a written dialect used subconsciously 
and automatically by 90% of today’s 
advertising copy writers in place of 
more readily understandable English. 
Clients, naturally not wishing to ap- 
pear ignorant of advertising copy, ex- 
press a more profound ignorance by 


continuing to initial copy that is full 
of Ad-Ese . . . and thus, by flipping 
through just any current magazine, 
we can discover endless juicy-fresh 
samples of pure Ad-Ese with which 
to document this article. 

Where but in advertising can you 
find language like the extracts that 
follow? 

“It’s amazing . . . Dee-licious! So 
fluffy-tender! Creamy-smooth 
Double-creamed! Try this new dis- 
covery . . . get natural-like relief. 
Feel that mildness! Chocolaty rich. 
Complete chocolate-creamy goodness. 
Party-pretty . . . whisper-soft .. . 
silky-smooth . . . whitest-white .. . 
cleanest-clean !” 

Nobody talks like that in real life, 
not even from an analyst’s couch, yet 
these are quotes from ads that try 
to sell real-life products! But you 


ain't heard nothin’ yet. Let’s just 
flip through a single issue of Life 
where we find: 

“Exclusive Hydro-Action Formula. 
Xtra width. New Triple X Multi- 
grade. Dial-ese controls. ‘Tingling 
tonic action. Deep-Spinaway rinse. 
Custom-blended Perma-sized. 
Amazing new way. Quick-satisfying 
relief. Sparkling new flavor discov- 
ery. Toasted-in sugar flavor. Spar- 
kling go-ahead energy. Exclusive 
Micro-Twin Head. Blazing Strato- 
Streak power.” 

Need I go on? 

Advertising is using a strange pre- 
fabricated language that doesn’t al- 
ways make sense. Test yourself. 
What do the above quotations from 
the Ad-Ese really mean? If you get 
fewer than nine answers .wrong, 
you’re probably a copy writer! 

Just as phonics are important in 
English, phonies have become impor- 
tant in advertising. I don’t know 
why. Surely no salesman could go out 
and talk Ad-Ese. He’d sound about 
as silly as the announcer in a recent 
Pet Milk ‘TV commercial who 
looked with homogenized gaze at the 
audience and said, “It’s super-deli- 
cious!” 

How did it all come about? What 
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MILL & FACTORY’S CIRCULATION METHOD IN ACTION— 
INDUSTRIAL SALESMAN ASKED FOR ASSISTANCE 


ON A PRODUCTION LINE PROBLEM 


| 


You can be sure Mill & Factory reaches 
the key plant buying influences 


... because the industrial salesman is part of the production team. 


No one knows plant buying influ- 
ences better than he does! He knows 
them personally. Working daily with 
plant management, production and 
maintenance executives, he realizes 
job responsibilities go under many 
different titles. Regardless of title, 
he knows who have specifying and 
buying authority. 


And that’s what is important to you! 


That's why Mill & Factory utilizes 
the unique Franchise-Paid circulation 


method. 1,645 full time industrial 
sales engineers make over 2,000,000* 
sales calls a year on the important 
plants in every trading area of 
the U. S. 


These salesmen personally select, as 
readers of Mill & Factory, their most 
important sales contacts. 


In MILL & FACTORY you have the 
only industrial publication specifi- 
cally designed to do industrial adver- 
tising’s first and most important job 


—to back up your salesmen by reach- 
ing the same men they must see to 
sell your products! 


*Based on the conservative estimate 
of 5 calls per day per salesman. 


Mills Factory 


205 East 42nd Street 
New York 17, N. Y. 


AZ Comerer-Mact 
gg 


MILL & FACTORY REACHES THE MEN, REGARDLESS OF TITLE, YOUR SALESMEN MUST SEE TO SELL! 


JUNE 


15, 1956 


keeps Ad-Ese alive? I’m not quite 
sure. Ad-Ese made its appearance 
some years ago, at about the same 
time that typewriters first came out 
with a separate key for the hyphen. 
(This quaint language is so full of 
hyphenated expressions that it is 
sheer poetic justice that even its se- 
verest critics have had to invent a 
hyphenated word to describe it— 
Ad-Ese, indeed!) Personally, I’ve 
often wondered why it isn’t named, 
“Adsperanto,” like the other famed 
manufactured language. 


Nearly Everybody's Doing It 


In the beginning, of course, Ad- 
Ese had some tinge of originality. At 
least it had shock value. But now that 
nearly every advertiser is using some 
form of Ad-Ese, what was once a 
waste of type has now become a 
stereotype. 

Daniel Starch has proved over and 
over again that readers give highest 
noting to ads with big illustrations. 
I wonder if he’s really right—or if 
it’s simply because nobody reads (or 
knows how to read) the strange 
wordings used in today’s copy. A 
good picture may be worth a thou- 
sand words, but | still say a good pitch 
is worth a thousand anything. Sales- 
talk is straight talk. Double-words are 
double-talk. It’s as simple as that. 

In the sales-oriented field of ad- 
vertising, the persistence of Ad-Ese 
is mystifying, but it probably has the 
same psychological roots as the use 
of French names on snooty menus. 
After a number of years, no sophisti- 
cated person dares ask the meaning! 
I know. You see, I’m a copy writer 
myself and I’ve even found myself 
unconsciously dipping into the lexi- 
con of Ad-Ese. In such cases, I might 
call it Ad-Ease, because it’s often 
much easier to mint up a new word 
or borrow an advertising cliché than 
to write clear, convincing copy. Be- 
sides, if it weren’t for an occasional 
dash of Ad-ism, I’ve had some cli- 
ents who might wonder why they 
couldn’t have written the copy -them- 
selves. 

As a matter of fact, most any ra- 
tional human being could write a 
better communication than the av- 
erage ghob of body copy that we read 
today. I speak, however, of commu- 
nication value only . or I might 
go a step farther and say conviction 
value or sales value of ad copy. Aside 
from the neglected business of sell- 
ing goods and services, I will not 
pretend to criticize all of the Ad-Ese 
in use. Some of it is positively in- 
genious. 

Take a recent ad that commands 
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you to “give your bathroom the clean 
fresh fragrance of whispering pines” 
or Betty Crocker’s invitation to try 
“Four lick-the-bowl-wonderful _fla- 
vors.” This latter displays a three- 
hyphen adjective, but is neatly eclipsed 
by U. S. Koylon’s four-hyphen claim 
to “No feather-dust-down-or-lint to 
disturb the allergic.”” Even creaky old 
used cars, in Chevrolet’s O. K. Used 
Car advertising are, “Roadworthy, 
trustworthy, funworthy!” Possibly 
symbolic of an even more accelerated 
trend toward Ad-Ese is Buick’s new 
ad in which “talk” has actually been 
translated to ‘“‘torque.”’ The headline 
reads, “Sure starts a lot of Torque” 

. a masterful stroke indeed! 

Like modern poetry which is only 
understood by modern poets, Adver- 
tisingese is largely the language of 
the initiates in the trade and a few 
of their lay brothers. But where does 
it leave the poor consumer, the high 
school housewife? Bewildered, per-_ 
haps, but mostly indifferent. Reader- 
ship test after readership test proves 
that they just aren’t reading the copy 


Copy Is Engineered 


The advertising copy writer, how- 
ever, isn’t completely to blame for 
the effusion of Ad-Ese. Some of the 
brunt can be shifted directly to the 
shoulders of factory personnel—espe- 
cially engineers and chemists who 
have succeeded in planting their new 
raw technical terms right smack into 
some of the nation’s most expensive 
advertising copy. In the case of new 
medical discoveries, I know on good 
authority that the names were “in- 
vented” by automatic computers and 
not even by people! Good old Uni- 
vac was fed a potful of alphabet soup, 
and, after 15,000 permutations and 
combinations, came up with some real 
gems. If the new name could be 
spelled, it was printed. Ad-Ese was 
bad enough before automation! And 
now they’re building a new machine 
with 26 letters . . . and a hyphen! 

The scientific contribution to Ad- 
Ese is perhaps best illustrated in a 
recent American Cyanamid Co. ad 
which is a tasty blend of prefabri- 
cated language from both typewriter 
and test tube. Below a picture of a 
man eating a piece of fried chicken, 
we read, “Thanks to a revolutionary 
new process, more and more top- 
quality poultry, with all its original 
freshness and flavor intact, is on the 
way to America’s dinner tables. A 
triumph of American Cyanamid re- 
search, this new process is based on 
ACRONIZE* chlortetracycline.” 

Urp! And please note the asterisk 
after “Acronize*.” Ad-Ese even has 


its: own unique punctuation! You 
might think the asterisk would in- 
dicate an explanation of the word at 
the bottom of the page, but it only 
draws the eye down to “Trademark 
of American Cyanamid Co.” 

We suspect that the copywriter 
had some help from an engineer in 
an April 23 Hotpoint washing ma- 
chine ad, too, which reads, “The 
Jet-Spray and Deep Overflow Rinses, 
the efficient Sediment Swirl-Out re- 
move suds, soil, lint.” 

If you were selling washing ma- 
chines as a salesman, what would 
you say to a housewife prospect? 
You'd probably say that here is a 
machine that “rinses three times and 
gets every speck of dirt out.” If you 
said it in Ad-Ese, the good lady of 
the house would probably figure you 
had experienced more brain washing 
than clothes washing. 

Why do otherwise sane advertisers 
print this kind of mumbo jumbo, 
then? Perhaps you’ve succumbed to 
the inclination yourself. If so, you 
are not entirely to be maligned, be- 
cause Ad-Ese is often a coefficient of 
justifiable enthusiasm. It’s quite nat- 
ural that an advertiser or his agent 
might seek an extraordinary vernacu- 
lar in which to describe what he be- 
lieves to be an extraordinary product. 


The only trouble is that most manu- 


factured language is éxtraordinarily 
ineffective. 


Can Ad-Ese Be Effective? 


There are exceptions, of course. 
Take the ad that, in 1911, heralded 
the Cooper Underwear Company’s 
“Klosed-Krotch Union Suit.” There 
was early Ad-Ese that made a clear, 
if indelicate, impression. Then there’s 
Kroehler’s studio couch that converts 
to a bed, called, logically, ‘“Sleep-or- 
Lounge.” Confections like “Hydra- 
matic” or “Frigidaire” or “Shelva- 
dor” are pure Ad-Ese, too, but so 
tersely descriptive! So memorable! 
The public has taken these adven- 
tions to heart, too, and made them a 
part of the everyday language. Still, 
some admen are not content. Witness 
Crosley’s latest ad in which they an- 
nounce the “Duo-Shelvador . . . with 
Hi-Speed Automatic Defrost 
available in Color-Glo.” There’s a 
limit to how much of this patented 
patter the public can absorb. . . even 
if it were good. 

Most alarming, Ad-Ese is now be- 
ing developed into regional dialects, 
especially in the South. “Old-South 
flavor” is a favorite expression. And 
Tennessee Ernie Ford, a friend if 
ever a sponsor had one, has care- 
fully developed his own magnolia- 
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in OKLAHOMA CITY 
“BSN has taught the 
building material dealer 
how to give complete 
one-stop service for all 
home needs’’—W. P. 
Atkinson, W. P. “Bill” 
Atkinson Lumber and 
Hardware Co. 


in MILWAUKEE 


“BSN_is the inspiration 
behind our stores and 
our merchandising pro- 
gram”’—Louis Best, Best 
Lumber Company. 


in PITTSBURGH 

“we find BSN very helpful 
in helping us keep ahead 
of competition”— S. L. 
Lifsher, Mark Lumber 
and Supply Company. 


in WELLSLEY, MASS. 
“BSN is a reading MUST 
for .key personnel. Its 
ideas—large and small— 
have been put into 
| effective use’’—John 
Grossman, Gressman’s 
Building Materials, Inc. 


in SAN FRANCISCO 


“BSN gave us many ideas 
for our new store and 
display room”— Jack L. 
Pelzer, Goodman Lum- 
ber Company. 


in LAS VEGAS 


“T’ve oeen reading trade 
journals for 60 years and 
BSN tops’em all”—Ed Von 
Tobel. Von Tobel Lum- 
ber Company. 
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BSN helps you get close to your customers: 


' 
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Business partnership between editors 
and readers is transmitted to 
the advertising pages 


In large and small communities all over America more 
and more lumber and building material dealers are win- 
ning recognition as Mair Street’s No. 1 Merchant. This 
is no accident! Dealers themselves will tell you they “got 
that way” with the help of the editors of BUILDING SUPPLY 
NEWS and its advertisers. 

For years BSN has been recognized as the top dealer 
magazine by most worthwhile lumber and building mate- 
rial dealers ...and by the wholesalers who serve them. As 
a result, BSN’s advertising pages 
have won wider readership... 
the products advertised are ac- 
corded a plus pedigree. Editor, 
reader and advertiser have 
achieved a close working af- 
filiation in BSN that pays off 
in real profits. 


BUILDING 
SUPPLY NEWS 


5 South Wabash Avenue + Chicago 3, Illinois 


Always the FIRST dealer merchandising publication 
©Industrial Publications, Inc., Also publishers of PRACTICAL 
BUILDER and other leading building industry publications. 
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PROVIDENCE 


— One of America’s 
best test markets 


. it’s a nationally-accept- 
ed proving ground where 
scores of well-known products 
made their marketing debut 

. where, year after year, the 
nation’s leading manufactur- 
ers test new advertising, mer- 
chandising and packaging 
ideas. 


New England's 
Second Largest Market 


. is a city-state market— 
closely - knit, firmly estab- 
lished and isolated . . . a com- 
pact, convenient test city— 
large enough to generate a 
protitable demand and small 
enough to keep costs within 
practical limits. 


Put Providence on 
Your “A” Schedule 


You can get your share of 
the $1,301,625,000 effective 
buying income of the 824,500 
people in this city-state region 
with consistent, insistent sales 
messages in their favorite 
newspaper, The Providence 
Journal-Bulletin. Whether for 
a test campaign or as part of 
your national effort, nothing 
can match the effective con- 
centration of The Providence 
Journal-Bulletin, the strong- 
est selling force in New Eng- 
land’s second largest market. 
Its more than 200,000 daily 
circulation covers all the fami- 
lies in ABC Providence and 
more than 80% in the city- 
state area. Providence Sunday 
Journal circulation, more than 
185,000. 


PROVIDENCE 


Journal-Bulletin 


Represented Nationally by Ward-Griffith Co., Inc. 


New York—Boston—Chicago—Detroit—San Francisco 
Philadelphia—Atlanta—Charlotte (N.C.)—Portland, (Ore.) 


Rhode Island’s 
Busiest, Best 
Salesman 
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scented version of Ad-Ese. | quote 
Ernie on Chase & Sanborn Instant 
Coffee: “It makes dee-licious coffee 
—sippin’ good!” Aunt Jemima and 
Morton’s southern colonel, of course, 
have spoken fluent southern Ad-Ese 
since birth. 

Then there is the professional Ad- 
Ese as she is spoken in the medical 
journals; the more subtle tones of 
Sanitary napkin copy; the yummy 
Plat-Deutsch of breakfast food copy; 
l’accent Parisienne of the perfume ads. 
I should also mention the flat-footed 
Ad-Esian brogue that carries through 
nearly all automobile copy. This lat- 
ter is so obvious you can practically 
hear it shift gears with every other 
sentence. Automobile copy, speaking 
for an assembly line product, prob- 
ably ought to be excused on purely 
generic grounds, but there appears 
no good reason why so much of our 
other advertising should sound as if 
it came off an assembly line, too. Or 
is there? 


Only "Approved" Phrases 


So much copy today is written to 
formula. The copy writer is faced 
with actual lists of approved names, 
phrases and adjectives—as well as, 
quite often, instructions as to the ex- 
act order in which these adjectives 
are to be used in copy. Frequently, 
the writer must also observe legal re- 
quirements as to patented material, 
trademarks, etc. No wonder so much 
of his writing turns out to be me- 
chanical and dull. 

Advertisers will do well to let their 
best copy writers operate a bit more 
freely. Copy writers themselves will 
do well to learn how to describe each 
product and service they handle as if 
they’d never heard of it before and 
were telling their mothers (not 
wives) about it. Charles Lamb knew 
how to describe roast pig. Dickens 
created on paper the world’s greatest 
Christmas pudding without once re 
ferring to its triple-creamed smooth- 
ness. It was easy for Lamb and Dick- 
ens. They were non-commercial boys 
and they still get a better Starch on 
their copy than on the pictures. 

Another contributor to Ad-Ese is 
something we might call the parrot- 
fever factor. Today’s intense compe- 
tition not only promotes copying of 
competitors’ products but competitors’ 
advertising as well. A sameness of 
ad language, naturally, helps flatten 
out any possible differences that might 
distinguish a product from a success- 
ful competitor. ‘The Harvard Busi- 
ness School’s recent studies of dimin- 
ishing brand loyalty show clearly how 
the consumer has been confused to 
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the point of hardly knowing one 


product from another. If ever there | & 
was a time for advertising to speak in a aq te 
no uncertain terms, it is now! 

If you still have any doubts about | Vv an L i nes 
the futility of Ad-Ese, take a look 
at what happens to this picturesque 
parlance at the point-of-purchase. 
No matter how artfully artificial the 
national copy may be, by the time 
some inexperienced writer or sales- 
man has to merchandise the ad at the 
point-of-purchase, it usually gets 
broken back down into plain English 
on a plain-talking poster. 

It is a fact that America’s adver- 
tisers want to communicate clearly to 
the public. Surely most advertisers 
know that Ad-Ese is not the lan- 
guage of the people. The truth is that 
advertisers are, at long last, taking 
action in the matter of Ad-Ese. But 
are they going back to using Eng- 
lish? They are not. Instead, adver- 
tisers are now teaching the people 
how to. speak and write Ad-Ese! Moving your Displays in United vans eliminates: 
Take American Motors: It is cur- 
rently running a quarter millow dol- Expensive crating........ 
lar contest for a new name for its 
unit body and frame construction. 
Contest instructions say that, “A 
simple name like ‘Modernweld’ or 
‘Double Safe Single Unit’ may win 
you $25,000 cash!” * 


Local cartage at origin... 
Local cartage at destination...... 


Uncrating at Convention or Trade Show. . 


, >-crati 2 rip.. 
Consumers Learning Fast Re-crating for return tri 


Proof that many of our citizens 
have already learned to write Ad-Ese 


Local cartage at convention hall. 


““ 


may be found in “unsolicited testi- 
monials.”’ A late ad for Poli-Grip 
Adhesive Cream for false teeth quotes 
Mrs. H. D. M. as saying, “I find 
your new cream, Poli-Grip, very 
pleasant and mild-tasting.” No den- 
tal Ad-esive copy writer could do it 
better! 

Still, there are many ad agencies cee aoe a : 
that indignantly resent having Ad- Specialized UNITED VAN LINES...through its more than 
Ese become the voice of the people. Handling of 500 Agents in principal cities...has the special- 
Whenever, for example, these admen ecniinte 
see a contest entry writte . : Shes 
Mother ao ae cameaoe DISPLAYS uncrated Displays and Exhibits safely and at low 
sneer. Even though the entry may be ° cost anywhere in the U. S. and Canada, Exhibits 
a clever parrotting of their own ads, BUSINESS 
the contest judges toss the Ad-Ese MACHINES 
entries out by the bale as “lacking ° : , : : 
originality, aptness and sincerity.” OFFICE will gladly furnish detailed information, cost 

Something ironic here! FURNITURE 

But there’s a remedy: Next time 
you have a chance to review a piece 
of your own company’s ad copy, try 
to find a piece of news or editorial 
copy on the same subject. Compare 
the language and make a conviction 
test on yourself. I think you'll find 
that simple English, as used by Hem- 
ingway and other writers who never 


: “4: le ‘ 
became vice-presidents, still gets the PRE-PLANNED Moving In Santiged Vans Meoywut* 
ideas across best. The End 


Local cartage for home pickup.......... 


Fill in the items and add them up. 
See how much you save the United way! 


ized equipment and trained personnel to move 


on tour handled by specially-assigned Vans and 
Personnel. Nearest United Van Lines’ Agent 


estimates. 
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How to Spot the Trouble when 
Sales Performance is Under Par 


Most substandard salesmanship is traceable to one of four 


fundamental causes. Identify them. Then apply the prac- 
tical suggestions in this article to correct them. 


BY JACK A. WICHERT 


National Advertising and Sales Promotion Manager 
Schmidt Lithograph Co. 


Here are some of the all-too-com- 
mon complaints made by merchandise 
managers, retail buyers and purchas- 
ing agents about the manufacturer 
and wholesaler salesmen who solicit 
their business: 


"Doesn't know his job." He doesn’t 
know his line, or why his products 
are better than competitors’. Doesn’t 
keep us informed on price changes. 
He lets competitors get the jump on 
him. 


"Not interested in us." Almost al- 
ways in a hurry, doesn’t discuss our 
problems. Loads us with too much 
merchandise. Calls at inconvenient 
times. Doesn’t train our operators 
and maintenance men. Doesn’t give 
us the best deal he can, and refuses 
to work our way and clear through 
proper channels. 


"Doesn't follow through.” Neglects 
to answer our correspondence. Forgets 
to provide us with mats and other 
promotional displays. Seldom gives 
us necessary instruction manuals and 
other technical data, and doesn’t try 
to persuade his company to adjust its 
policies to help us solve our problems. 


"Thinks his is the only company.” 
Has one deal after another. “Hogs the 
counter” with no consideration of the 
effect on our total sales. Won’t under- 
stand why we like to have more than 
one supplier for a particular item. Is 
inconsiderate of other companies’ rep- 
resentatives, and doesn’t realize that 
our job is to give our customers what 
they want, not just to sell his mer- 
chandise. 


"He's not here when we need him." 
We haven’t seen a company represen- 
tative in months. He invariably comes 
around too late in the season, and 
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since he has no set schedule of calls, 
we can’t plan on him. 


"Isn't fair." Gives others first choice. 
Offers competitors “‘specials.’’ Doesn’t 
handle adjustments well. Favors one 
jobber, knocks competitors, shifts other 
companies’ merchandise without per- 
mission, and asks for confidential in- 
formation or special consideration. 


"Has no sales ability." He just asks 
for the order. Takes too long to get 
to the point. Comes around with 
nothing to contribute. Doesn’t relate 
his proposal to profits, and doesn’t 
tailor his program to fit our needs. 


“His attitude is wrong." He’s cocky 
and smart, too patronizing. Lazy, 
takes us for granted. Argues all the 
time. A flatterer, a show-off, and per- 
sistent to the point of bad taste. 

The salesmen about whom these 
comments were made are not doing 
an effective job of selling. Why not? 
Is it because they can’t, or is it be- 
cause they don’t want to do a business- 
like job? 

When you get right down to it, 
there are only four possible reasons 
why a salesman does not sell: 


1. He is not physically or mentally 
able to sell. 


2. He does not know he is sup- 
posed to sell. 


3. He does not know how to sell. 


4. He has not been motivated to 
sell. 


Let’s consider these four reasons 
and their relation to the buyers’ and 
purchasing agents’ criticisms: 


1. He is not physically or mentally 
able to sell. The salesman who does 


not call on his accounts regularly may 
be unable to do so because his terri- 
tory is too large, or his customers too 
numerous or scattered. The repre- 
sentative who does not fully explain 
the technical aspects of his product, 
relate his presentation to a store’s 
open-to-buy, desired stock turn or 
gross margin, or otherwise tailor his 
program to the customer’s need may 
not have the basic intelligence to do so. 


2. He does not know he is sup- 
posed to sell. The salesman who 
doesn’t train retail sales personnel or 
manufacturer machine operators and 
maintenance men, provide stores with 
promotional materials, and production 
executives with’ technical data, or 
keep purchasing agents informed of 
trends in the industry and price 
changes may never have been told 
that he is supposed to. Or he was 
told so long ago that it has slipped his 
mind. 


3. He does not know how to sell. 
The salesman who is unable to un- 
cover likely prospects, turn “‘poten- 
tials’ into customers, develop com- 
plete merchandising programs for out- 
lets, solve problems related to the ap- 
plication of his company’s products 
to customer operations, or to manage 
his territory in a productive and prof- 
itable manner may never have been 
trained in these aspects of selling. 


4. He has not been motivated to 
sell. The representative who doesn’t 
fails to submit reports, keep tabs on 
dealers’ stocks and follow up on de- 
livery schedules, who calls at incon- 
venient times, loads an account with 
an excessive amount of merchandise, 
or is too lazy to make an adequate 
analysis of the prospect’s problems, or 
to solicit all desirable business prob- 
ably hasn’t been properly motivated 
to do a businesslike job of selling. 

Once you decide that your sales- 
men aren’t selling as they should, the 
next task is to find out why and what 
action is needed to correct the situa- 
tion. These steps should be taken: 


1. Find out what customers really 
think of your men. You may have let- 
ters citing specific complaints. Dis. 
cussion with your supervisors may 
reveal sources of customer dissatisfac- 
tion. An excellent way to discover the 
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Harry Scherman tells 


How $1,000,000 and 875 ads in One newspaper 
helped build the Book-of-the-Month Club 


Over the past thirty years the Book-of-the- 
Month Club has distributed more than 
142,000,000 books with a retail value of 
$432,000,000. 


During that time the Club has placed 875 
advertisements—at a cost of more than $1,000,- 
0Q00—in The New York Times. More Book-of- 
the-Month Club advertisements have appeared 
in The New York Times than in any other 
publication. 


“The New York Times has been, consistently, 
our most productive publication—both with 
respect to volume of orders and low cost,” says 
Harry Scherman, the Club’s board chairman. 
Mr. Scherman also reveals that among all the 
875 ads, “‘with the exception of a few pieces of 
test copy which didn’t pay (and were conse- 
quently at once discarded), every one of these 
insertions paid for itself, and paid well.” 
Aside from this remarkable picture of The 
New York Times as a persistently productive 
advertising medium, Mr. Scherman makes 
this point: 

“It used to be thought—and I still hear the 
idea occasionally advanced—that it is possible 
to ‘milk’ a medium through excessive adver- 
tising in it.... If anything can put a quietus 
to this notion, our thirty-year record in The 
Times should certainly do so.” 

The New York Times does this same kind of 
selling job—year in and year out—for thou- 
sands of other advertisers with thousands of 
different products. That’s why The Times has 
led all New York newspapers in advertising 
for 37 years. 

If you’re not using The New York Times sell- 


ing power now, you should be. Try it. 


Che New York Times 


All the News That's Fit to Print" 


} strengths and shortcomings of your 


salesmen is to go into the field and 
check with various accounts. A good 
way to begin such interviews is to con- 
vince the customer of your interest in 
him, tell him how much you appre- 
ciate his business and ask, “How can 
we serve you better?” 

Such a program need not take too 
much time. It should include visits 
to the territories of a representative 
group of your salesmen. Each visit 
should be long enough to allow the 
customer to express his true feelings. 
Remember that complaints, like sales 
objections, frequently do not disclose 
the real problem. Take your time and 
ask sufficient questions to determine 
the real source or sources of dissatis- 
faction. 

Once you have obtained the cus- 
tomer’s true reactions to your sales- 
men, you are ready for the next step. 


SPECIAL 
ASSISTANTS 


Charter Service 


for dealer, distributor, employee trips : 
2. List and analyze the complaints, 
both stated and implied. Remember 
that as complaints they are only symp- 
toms of trouble. In analyzing them, 
consider each criticism to determine 
which one — or more — of the “four 
reasons” is the cause of the trouble. 
For example, suppose that ir most 
of the territories the majority of com- 
plaints mention infrequent calls, lack 
of follow-through, failure to train 
personnel, and brief time devoted to 
customer problems. Such a situation 
may mean that the sales force is un- 


To the big football game, on a plant inspection 
tour, to the Country Club outing — anywhere you 
choose — it’s smarter to charter a Greyhound! 
Consider these advantages: America’s most mod- 
ern coaches (90% of them fully air conditioned) 
... the world’s finest, safest drivers . . . nation- 
wide travel facilities . . . free Charter Planning 
Service, including hotel reservations. 


Package Express 


for fast, careful shipping 


Same-day arrivals at hundreds of nearby desti- 
nations! Because of Greyhound’s high-frequency 
schedules, your packages go out sooner, travel 
smoothly and safely in weatherproof compart- 
ments, arrive in heart-of-town stations — ready 
for pickup. The cost is amazingly low. Ask your 
Greyhound agent for full details on Greyhound 
Package Express. 


dermanned and physically unable to 
do the job. 

If such complaints are made in only 
one territory, the problem may be 
lack of training or stimulation of the 
individual salesman in that area. Fre- 
quently you will find that a particular 
complaint can be attributed to more 


| 

| than one of the “four reasons.” In 
| that case you will be wise to consider 
| 


each cause of the trouble and take 
remedial action. 

Analyzing customer and potential 
buyer comments will not only assist 
you in determining the problems fac- 
ing the entire organization, but will 
prepare you to discuss personal short- 
comings with the individuals con- 
cerned. 


Incentive Prizes 


for sales personnel 


Come to Greyhound — especially for group sales 5 
incentive awards. Send the winners (with hus- 
bands and wives) to the Big City for a gay week- 
end, to an exciting college football game, to a 
marvelous vacation down South or out West in 
a private, air-conditioned luxury coach! We’ll 
tailor any type of trip to your budget. Call the 
nearest Greyhound Travel Bureau. 


3. When you have isolated the 
reason or reasons why your salesmen 
aren't selling, you are ready to take 
the appropriate action to correct the 
situation. Here are some of the action 
steps you can take: 


(2) The salesmen are not mentally 
or physically able to sell. This may be 
the result of your having employed 
unqualified people during and after 
the war. There is also the possibility 


as R E YY H oO U W pD ® that many of your men have grown 
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Left: luxurious, dual-level 
Scenicruiser and smart Highway 
Traveler coaches — hundreds in service! 


old or lost part of their drive because 
of poor physical condition or failing 
health. Although it is frequently a 
hard decision to make, certain of these 
men may have to be removed from the 
sales force. Some will be discharged. 
Others may be shifted to other work 
for which they are more qualified. 
Still others may be given smaller ter- 
ritories or an assistant who can help 
them and receive valuable training 
at the same time. 

To prevent a recurrence of this 
problem you should review your com- 
pany’s selection procedure. In addi- 
tion, you may find it desirable to es- 
tablish a policy of periodic physical 
examinations for all the men. 

Poor coverage of accounts may be 
the result of a substantial increase in 
the number of accounts in a territory. 
Or the line may have expanded or 
become so complex that more time is 
required to present it. If this is the 
case, there is a need to analyze the 
time required to make an effective 
sales call, redefine territories, and 
consider the economics of employing 
additional salesmen. 


(b) The salesmen do not know they 
are supposed to sell, Strange as it may 
seem, a great many salesmen neglect 
certain duties because they have never 
been told what is expected of them. 
To evaluate your company’s method 
of informing salesmen of their re- 
sponsibilities, consider these questions: 
(1) Do we provide each salesman 
with a detailed, written description 
of his work? (2) Do we instruct 
him in the nature of the job he will 
do? (3) Do we check or test him to 
be sure he understands? (4) Do our 
field supervisors check him _periodi- 
cally? (5) Do we keep him informed 
of the changing nature of his job 
through bulletins, letters, and meet- 
ings? 

(c) The salesmen do not know how 
to sell. It is not unusual to find sales 
organizations in which less than 25% 
of the sales force accounts for over 
75% of the company’s sales, A prin- 
cipal reason for this is that some of 
the salesmen know how to do their 
jobs, while others do not. The sales- 
man who knows how has little trouble 
in selecting prospects, scheduling calls, 
making use of his waiting time, and 
motivating buyers to action. There- 
fore, if we assume that our personnel 
have the mental ability to learn to sell, 
the task becomes one of instructing 
them in the best method. 

To do an effective job of teaching 
men how to sell, management must 
begin by isolating the best techniques 
for selling its merchandise. Methods 
used by the top salesmen in the group 
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provide an excellent starting place. 
Once the various elements of the job 
are defined and the best methods for 
conducting the work determined, the 
training program can begin. It is im- 
portant to make certain that the pro- 
gram covers ali the important ele- 
ments and that sufficient time is de- 
voted to the study and practice of 
each. 

Furthermore, training should not 
stop at the end of a set period. Fol- 
lowing the initial program, a definite 
schedule for retraining programs 
(either in the field or at the home 
office) should be set to supply the 
salesmen with educational bulletins 
and letters. 


(d) The salesmen have not been 
motivated to sell. Lack of motivation 
shows up in a variety of ways. One 
clothing manufacturer found that his 
salesmen were not distributing ade- 
quate samples. Investigation revealed 
that the salesmen were required to 
pay half the cost of each sample and 
that the additional business obtained 
from this sampling, although of value 
to the company, cost the salesmen 
money. 

One manufacturer of farm equip- 
mént found that his top producer was 
neglecting to call on farmers who 
needed the company’s equipment. In- 
vestigation revealed that the salesman 
made more than enough money to 
satisfy his needs by merely maintain- 
ing good relations with a limited 
number of very large purchasers. 

Still another producer was dissatis- 
fied with the performance of all but a 
few salesmen in contests to increase 
sales to distributors. After talking 
over this problem with the men, the 
sales manager found that because only 
one prize was offered in each contest, 
all but the leading salesmen felt that 
they had little opportunity to win. 

Whenever a company decides that 
its men are not being properly moti- 
vated, these factors should be checked: 


1. Compensation: Are the salesmen 
overpaid? Underpaid? Are commis- 
sions paid at an increasing or decreas- 
ing rate? Is it worth the salesman’s 
time to obtain additional volume? Is 
the incentive portion an important 
part of a man’s total pay? Are ex- 
penses handled fairly? 


2. Opportunity for growth: Do the 
men really have a chance to grow? 
Are the steps on the ladder available 
to all who are qualified ? 


3. Recognition: Do they get credit 
for a job well done? Is outstanding 
work properly rewarded? Is criticism 
fair and impartial ? The End 


Onravisual 
all-purpose 
Portable 
Whiteboard 
easel 

Model A302 


Replaces blackboard. Uses large, clean paper 
pads—which we stock. This versatile all aluminum 
easel is also equipped for showing turn-over charts 
or cardboard charts of almost any size. Rugged 
yet light in weight. Folds like magic for easy 
carrying or storage. 


Many other models available. 
Write for free catalogue. 


ORAVISUAL COMPANY, INC. 


Factory & Ceneral Offices 
Box 609 Station A St. Petersburg, Fila. 


Case Histories 


on preducts in use 


Photographic and reporting 
assignments covered throughout 
North arid South America 
for advertising, editorial or 
research purposes 
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38 PARK PLACE * N 


ng SERVICE 
ARK 2,/NEW JERSEY 


FOR SALES MANAGERS 


How many sales last month were made 
because your product was on the Con- 
sulting Engineer’s Specifications? 
Sell the man who Writes the Specifications! 
CONSULTING ENGINEER 
227 Wayne St., St. Joseph, Michigan 


Id hl ¢ LO hye 
another woman 
in. your life 
v ' 


Mr. John J. Prospect 


ABC Contracting Company 
123 Main Street 


your line. 


> 


I can do a lot to help you in your business life. 
the folks who send out the reports that help make money for many men in 
These reports come in from our hundreds of men in the field, 
who get advance information on construction jobs right from the people in 
charge of buying and specifying. 


Anytown, U.S.A. 


I work for F. W. Dodge, 


pick out reports on jobs in your area that need your products or services. 


Letters like this one brought in leads by the thousand. 


Fresh Welcome from Old Prospects 


For 10 years, Dodge Reports has been sending sales litera- 


ture once a month to pretty much the same 100,000 pros- 
pects. A new twist helped to close $500,000 in sales. 


The letter illustrated above is No. 
5 in a series of letters to 100,000 
prospects for Dodge Reports. 

This campaign brought in 13,706 
leads. Dodge salesmen sold 2,079 of 
them—which amounts to over $500,- 
000 in contracts. 

Dodge Reports is a service of the 
F. W. Dodge Corp. featuring daily 
reports on new construction contem- 
plated, planned or in progress. The 
reports are selected for the customer 
according to the area he covers and 
the type of product or service he of 
fers. Customer subscribes to reports 
for a year. Usually renews. 

The service is sold by 160 salesmen 
who follow up leads from space ad- 
vertising and direct mail. Most of the 
direct mail is aimed at small business- 
men. Dodge has been mailing to about 
100,000 of them once a month ever 
since World War II. 

When you've been mailing to pretty 
much the same list year after year, 
the way Dodge Reports has, maintain- 
ing freshness and vitality is quite a 
job. 


Philip A. Sherman, director of ad- 
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vertising for Construction News Divi- 
sion of the F. W. Dodge Corp., in- 
sists that every letter have news value. 
Sometimes it’s hard to find a fresh 
approach. 

Last fall, Sherman met with his 
promotion team—Thomas Grant, as- 
sistant advertising manager, and Rich- 
ard E. ‘Tirk of the direct mail agency, 
Reply-O-Letter—to outline a direct 
mail program for the first half of 
1955. 

They considered offering premiums 
(pens, notebooks, etc.); they con- 
sidered attaching “gimmicks” to the 
letters, but decided against them. 
They considered featuring case his- 
tories but decided that prospects had 
such diverse needs that no case his- 
tory would interest very many of 
them. 

Sherman came to one of these “fresh 
approach for direct mail” meetings 
with a problem on his mind not at all 
related to direct mail, an old problem. 
The stumbling block Dodge salesmen 
run into from time to time is the mis- 
conception that Dodge Reports are 
just “slips of paper.’’ Prospects are 


often surprised at the cost of Dodge 
Reports because they don’t realize the 
number of people and the amount of 
work involved. 

An educational campaign was 
needed to acquaint prospects with the 
people behind the package. And “The 
People Behind the Package” was just 
the fresh approach the promotion 
team had been looking for. After all, 
nothing interests people so much as 
other people—especially if they’re 
good-looking women. What could be 
better than to have each of the letters 
written by one of the people behind 
the package? 

Each of the six letters in the series 
told part of the story of what goes 
into Dodge Reports: 

In #1 the Dodge Reporter tells 
how he gets the news. 

In #2 the Editor tells how she 
whips in into shape. 

In #3 the Stenciler tells how she 
types it up into legible form. 

In +4 the Issuer tells how she 
makes sure every customer gets just 
the news he’s interested in. 

In +5 the Inquiry Clerk tells how 
she handles special inquiries. 

In #6 the Dodge Salesman sum- 
marizes the preceding five letters and 
offers to show the customer how to 
use the service. 

As a matter of fact, every letter 
ends with an offer to have the Dodge 
salesman bring literature or typical 
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Of Metropolitan Detroit’s Business 


© Priginates In Six Key Counties* 


Wayne (Detroit) , Oakland, 
Macomb, Washtenaw, Monroe, Livingston 
Comprise the Detroit Retail Trading Area. 


8 oa 
Detroit» 

© Means 
«Bb siness 


These six counties, with more than $5 billion 
in retail trade, account for 52% of Michigan’s 
population, 55% of its retail sales. It is here 
that advertisers concerned with “dollar re- 
turns” concentrate their campaigns. In this 
same area 96% of the Detroit News week- 
day circulation is concentrated, with 58,000 
more copies than any other newspaper. On 
Sundays the News circulation superiority rises 
to 116,000. 


These advantages, well known to successful 
media buyers, have given the Detroit News 
overwhelming advertising leadership. In 1955, 
The Detroit News carried more than half of 
all newspaper advertising in this market. The 
other two newspapers divided the balance. 


It pays to concentrate your selling in the six- 
county Detroit area, with The Detroit News. 
No Detroit paper effectively covers the rest 
of Michigan. 


The Detroit News 


THE HOME NEWSPAPER 


Largest Weekday and Sunday Circulation of all 
Michigan Newspopers (ABC 9-30-55) 
Weekday 452,721—Sundey 557,740 


Eastern Office: 110 E. 42nd St., New York 17 © Chicago Office: 435 N. Michigan Ave., Tribune Tower, Chicago, III. 
Pacific Coast: 785 Market Street, San Francisco, Calif. e Miami Beach, Florida: The Leonard Co., 311 Lincoln Road 
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Drawer is opened. 


Deal is closed 


Binder by Burkhardt. 


That’s what you get with BURKHARDT 
SALES BINDERS! 


POST BINDERS 


ideal for BIG catalogs. Many 
styles and sizes available from 
stock. Capacities from 4%” up. 


PRONG BINDERS 


Open flat for complete visibility. 
Easy to use, durably constructed. 
Available in all popular sizes. 


RING BINDERS 


Lowincost, widely usable. Covers 
stiff or flexible, any material, 
plain or custom decorated. 
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Your sales catalog, as you know, represents YOU to your 
customers. Naturally, then, you want to “put your best foot 
forward” with a catalog binder that'll make a favorable and 
lasting impression . . . a binder that will attract attention, 
arouse interest and get action! You can have that kind of 
a binder, too, because Burkhardt builds them . . . has been 
building them, in fact, for over 45 years. And whatever 
your quantity or budget requirements, you can be sure that 
your Burkhardt binder will be top quality . . . distinctively 
custom-styled . . . durably built for years of smooth, easy 
operation. In a word, you'll get more binder for less money 
in a Burkhardt binder . . . in any style, metal or price range. 
So, next time you need binders get a quote from Burkhardt. 


THE 


COMPANY 


3815 WEST FORT ST. + DETROIT 16, MICHIGAN 
“Binders to American Business Since 1911"’ 


REPRESENTATIVES IN PRINCIPAL CITIES COAST-.TO-COAST 


reports and show customer how he 
can use the service. 

After Sherman okayed the general 
lines of the program, he turned it 
over to Grant and the direct mail 
agency, Reply-O-Letter. Four of the 
most attractive models in the business 
were hired to pose as the editor, sten- 
ciler, issuer, and inquiry clerk. The 
reporter and salesman were portrayed 
by male models. 

The photographs for the letters 
looked so good they were used in 
the product folders. 

Next step was to make sure the 
salesmen supported the program. 
Grant was a Dodge salesman before 
coming into the advertising depart- 
ment. ‘The Dodge advertising and 
sales departments work together 
closely and know what the salesmen 
want. Again, making use of the art 
work developed for the letters, a port- 
folio was prepared for the salesmen 
to show them the help advertising 
would give them in 1955. It was a 
big folder and effective; it contained 
the direct mail, product literature 
and preprints of the new space ad- 
vertising. Presented to salesmen at 
regional meetings, it was enthusias- 
tically received. 


Merchandised Singly 


Putting everything together in one 
folder made a terrific impact, but 
nany salesmen couldn’t digest all of 
it. So the direct mail was also mer- 
chandised to the salesmen piece by 
piece. 

‘The program is a success, both in 
educating prospects and bringing in 
leads. The old stumbling block comes 
up less often; salesmen report that 
prospects say they had never realized 
before receiving the letters that Dodge 
Reports was such a big and compli- 
cated operation. 

Many branch managers asked for 
extra samples of the people-behind- 
the-package letters to show employes 
how they were being used to sell 
Dodge Reports. Working from this, 
Grant developed a 3’ x 4 board 
which showed the six letters and said, 
“You can see how proud we are of 
you. We’ve included you in our letter 
to prospects.”’ Branch managers report 
this has been a big morale booster. 

That’s one way to build sales out 
of stumbling blocks. And that’s how 
aggressive merchandising of direct 
mail makes: 

1. Salesmen more enthusiastic about 
inquiries in particular and advertising 
support in general. 

2. Personnel in other departments 
prouder of their jobs. 

The End 
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I don’t know why they made such a big fuss 


over me. I just happened to be the one who pointed out 


that things have changed in Cincinnati.’’* 
ad i aadinige 


*THE RUNAWAY NO. 1 DAILY NEWSPAPER IN CINCINNATI IS Now THE © 
CINCINNATI ENQUIRER, No.1 in City Zone Circulation 

No.l in Retail Display linage. No.1 in just about ke: 
name~-it (including Total Advertising, Total Displa ra 
Automotive Display). é 


itiimmeiieete. 


ee 


Solid Cincinnati reads the CINCINNATI ENQUIRER e Represented by Moloney, Regan & Schmitt, Inc. 
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BY L. M. SEIBERLING 
Vice-President 
in Charge of Sales 
Seiberling Rubber Co. 


THIS CAR IS NOT FOR SALE... 


today, but the 


tires it rolls on are. They are Seiberling’s “Tire of 
Tomorrow, Today,” called Sealed-Aire. Tires on this 
car were subjected to torture tests, including high- 
speed runs at Daytona Beach with stock car racer 


Frank Mundy at wheel. 


Seiberling Puts Drama 
In Sealed-Aire Tire Promotion 


Knives and harpoons, bullets and arrows slash and rip into 
new self-sealing tires as Seiberling—with a crowd-drawing 
$50,000 car-of-tomorrow—sets out to sell new premium 


tire to auto owners and auto buyers across the country. 


When Bruce Mandel and James 
Skonzakes, two enterprising engineers 
from Dayton, built their $50,000 
gold-plated dream car, little did they 
realize that the results of their hobby 
would play a major role in one of the 
most spectacular sales-promotion pro- 
grams we have ever conducted. 

Since the first of this year the 
Golden Sahara, called “the car of 
tomorrow ’, has been touring the coun- 
try introducing Seiberling Rubber 
Company’s new Sealed-Aire tubeless 
tires which we are merchandising to 
the public as “the tire of tomorrow.” 

As a promotion tie-in, it was a 
natural. 
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First, the Golden Sahara is a car 
that would fulfill the fondest hopes of 
any man who has longed for the ulti- 
mate in motoring luxury. Up front in 
the rider’s seat is an eight-inch tele- 
vision set. When you reach your des- 
tination, there’s no need to look for a 
place to take your guests for refresh- 
ments—just go to the rear of the car, 
open up the cocktail bar and relax in 
the comfort of the circular lounge 
seats. The plexiglass ‘‘vista dome” top 
provides other pleasures. Then, to sat- 
isfy those who want to speed on long 
stretches of open road, there’s a 350- 
horsepower engine under the hood. 

Wherever the Golden Sahara 


stopped, a crowd gathered. You can’t 
buy it, but you can buy the tires on 
which it rolls. 

As part of an unusual promotion 
package that is paying off, this fu- 
turistic car has helped Seiberling to: 

1. Get a larger share of the sales 
dollar in the replacement tire market. 

2. Obtain important new distribu- 
tors. 

3. Enhance our reputation with 
dealers as producers of top-quality 
premium merchandise. 

4. Make more people Seiberling- 
brand conscious. 

The dramatic story behind the de- 
velopment of the new tire itself helped 
us to decide on a hard-hitting cam- 
paign. 

Last year when our research sci- 
entists anffounced that they had finally 
perfected an exclusive puncture-seal- 
ing construction after more than five 
years of laboratory work and a million 
miles of road testing, we knew we 
had a product with unusual physical 
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properties and an appealing sales mes- 
sage. It was obvious to us that this 
tire called for a high degree of show- 
manship. Here’s why: 

Sealed-Aire is an outgrowth of a 
bullet-sealing inner tube construction 
we made exclusively for U. S. Army 
combat vehicles in World War II. 
While some tubeless tires have a 
puncture-sealing gum in the tread 
area, the problem has always been 
that the combination of high speed 
and excessive heat would cause the 
gum to bunch and lump up, thus re- 
ducing the effectiveness of the gum 
and throwing the wheel out of bal- 
ance. Ours is different from others in 
that the gummy substance is held 
permanently in place by an exclusive 
“bulkhead” construction covering the 
full tread area. Live rubber cells pre- 
vent flowing or shifting of the sealant, 
eliminate out of balance conditions 
and give maximum puncture-sealing 
protection for the full life of the tire. 

E. H. Gibbs, our development man- 
ager who invented the construction, 
proved in a series of scientific tests 
that the gum cannot be thrown to the 
center of the tread by centrifugal 
force as the car rolls at high speed, or 
flow to the bottom when the car stops. 

That, in a nutshell, was the story 
behind our new product—but it was 
only part of our sales message. More 
than 1,700 dealers across the country 


listened ‘with interest when we added 
these facts to our message: 

1. Sealed-Aire has survived the 
most savage torture tests of any tire 
in our company’s history — and pos- 
sibly in the history of the tire making 
industry, itself. 

2. There is no loss of air when a 

piercing object is removed from the 
tire. 
3. Sealed-Aire contains another 
Seiberling exclusive — our patented 
heat vents constructed around the 
tire’s shoulder which provide an es- 
cape route for internally generated 
heat. 

4. There are more nylon cords per 
inch in Sealed-Aire than in any other 
puncture-sealing tubeless. In addi- 
tion, there’s an extra layer of nylon 
under the tread to make the tire 
stronger and give greater protection 
against blowouts. 

Sensational claims? Yes. Then 
how do you go about backing them 
up? To veteran tire dealers, testing 
tires on broken glass and running 
them over boards lined with nails is 
an old story. We had to think of 
something different and this is where 
phase No. 1 of our showmanship 
plan came in. 

We called on five famous sports 
figures to help us prove our claims. 
Playing stellar roles in this perform- 
ance were Dan Carroll, Remington 


ZING! 


Arms marksman; “Tex” Allen, fa- 
mous knife thrower and movie stunt 
man; Ricou Browning, underwater 
spear-gun expert; Roscoe Reams, big 
gatae bow-and-arrow hunter; Frank 
Mundy, AAA stock car champion. 

After the slashing knives, cougar- 
killing arrows, steel-jacketed bullets 
and shark-killing underwater spears 
were removed from the tire, air pres- 
sure stayed up; competitive tires col- 
lapsed from the onslaughts. Then to 
prove the balance qualities of the 
tire, Frank Mundy drove the Golden 
Sahara at 100 mile per hour speeds 
over Daytona Beach in torrid tem- 
peratures. Again, Sealed-Aire stood 
up against another terrific beating. 

All these exciting tests, staged in 
picturesque Florida, were filmed in 
color and made into an eight-minute 
movie for dealer use. The narration 
is ably handled by Bill Stern, dean of 
the nation’s sportscasters. 

This promotion “package’’ — the 
Golden Sahara and the action-packed 
film—was a crowd-stopper as the car 
barnstormed the country. After the 
eye-catching car pulled up in front of 
a Seiberling dealer, a crowd collected 
and the “show” began to unfold. 
When people had an opportunity to 
examine the car’s luxurious features, 
their attention was directed to two 
small screens, one at each end of the 
car which showed the film. 


Roscoe Reams, big-game hunter, repeatedly 


punctured the Sealed-Aire tire with arrows capable 
of killing wild boars. Arrows failed to permanentiy 
injure tirc. Self-sealing feature completely prevented 
loss of air in this dramatic test, indicating tire’s 


safety quality. 


BANG went the rifle of marksman Dan Carroll, shot 
after shot, and at close range, but new Seiberling tire 
failed to lose air.. Other tests—ali recorded on pro- 
motion film—showed tires punctured by knives and 


harpoons... 
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in all cases, there was no air loss. 


To satisfy any “doubting Thomas” 
suspecting a trick, we suggested to the 
dealer that he set up a demonstration 
in his store. An elaborate setup with 
a Sealed-Aire mounted and inflated 
on a rim could be punctured with 
nails. In some instances it was a sim- 
ple demonstration with a cross section 
of the tire showing the bulkhead con- 
struction.. We estimate that from 
January to April more than 1,200,000 
people have seen this dealer demon- 
stration. And the heavy tire-buying 
market is just getting into full swing. 

Never before has there been such 


evidence of public interest in a new 
tire as there is fromm our road show. 
One example: 100,000 car owners 
who saw the tire and car display at 
the Houston Auto Show signed cards 
saying that they were interested in 
buying Sealed-Aire tires. 

The campaign has already helped 
us to get important new distributors. 
In fact, during the first two months 
of 1956, new dealers with a potential 
volume of over $1 million have 
switched to Seiberling. 

Both the car and the tests com- 
prise the central theme of our na- 


In a recent issue of Sales Management, there appeared a timely 


and important article entitled “How Sales Executives Use Factor- 
ing To Boost Sales And Profits Today.” This is one of the most 
stimulating articles ever published on the subject, and it is 


creating widespread interest. 


If you did not see this article, we would be pleased to send you 


a reprint with our compliments. 


If you would like several copies 


for your files please indicate the quantity. Address your request 
to Mr. Walter M. Kelly, President, Commercial Factors Corp., 
Two Park Avenue, New York 16, N. Y. 


tional consumer and trade advertising 
campaign (up 17% over 1955) which 
is handled through Meldrum & Few- 
smith, Inc., Cleveland. Our adver- 
tising schedules are running in The 
Saturday Evening Post, Holiday, and 
leading business publications. In 
April we started a series of 26 one- 
minute spots on the NBC-TV “To- 
night” show starring Steve Allen. 
Prior to launching the 1956 adver- 
tising program we restaged the arrow 
tests before more than 500 Seiberling 
dealers during a company-sponsored 
banquet at the National Retail ‘Tire 
Dealers and Retreaders Association 
in New York City. 

Since we do not sell tires as origi- 
nal equipment on new automobiles, 
Sealed-Aire is available only on the 
replacement market. However, 
through a new-car dealer changeover 
plan, the tire can be purchased by 
new-car owners. Although his new 
car is provided with other tires, the 
buyer can arrange for an immediate 
switch on attractive terms, to Sealed- 


Aire. 


Need for Selling 

What does it take to “sell” new- 
car owners on changeover? 

It must be kept in mind that a new- 
car buyer does not need tires. The 
original equipment tires will handle 
his tire needs under normal driving 
conditions. He must, therefore, be 
approached on the basis of: 

1. Greater safety. 

Protection from punctures. 
Additional riding comfort. 

The changeover plan is making a 
hit, especially with people who de- 
pend on a car for their livelihood and, 
consequently, will spend more to get 
the ultimate in tire safety. In this 
category are salesmen, doctors, nurses, 
policemen, fire chiefs, highway off- 
cials and those who want the safest 
tire available. 

Our trade advertising in such pub- 
lications as Automotive News points 
out that our changeover plan is mak- 
ing extra profits for 56 car dealers in 
Detroit, to mention just one market. 
For instance, over 55% of the new 
cars sold by the world’s largest 
Chevrolet dealer are changed to plus- 
profit premium Seiberling tires. 

What about the sales potential for 
a premium tire? 

Business forecasts for 1956 indicate 
that people will buy new cars almost 
as fast as they bought them last year. 
Surveys of consumer buying inten- 
tions by the Federal Reserve Board 
indicate ‘“‘continued strength in the 
demand for new cars through 1956.” 
Best auto industry estimates are for 
the sale of 6,500,000 néw cars this 


? 
? 
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What men don’t understand 
about women and art 


At the opening of a recent and somewhat rarified 
art show, we observed that women outnumbered the 
men roughly 3 to 1. 

This didn’t surprise us. 


We suspeci it was a woman who clapped her hands 
over the first Cro-Magnon cave drawing—while the 
men of the tribe took after the artist with flint axes. 
She’s been taking Art Appreciation courses ever since. 


This interest that leaves most men colder than an 


abstraction painted in ice water, is not for mere man 
to understand. But it’s perfectly obvious to Ladies’ 
Home Journal. 


It is probably because the Journal understands so 
many women so well that the Journal is the No. 1 
way to influence women. 


Which must be why advertisers invest more money 
in the Journal than in any other magazine edited 
for women. 


Never underestimate 
the power of the magazine 


that understands women... |odies' 
Home 
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ver 


TO REACH THE HOME-FOLKS. 


RIDE THE “LOCALS” 


Looking for an outstanding local personality to 
take your television message to the 

five-city* WTAR-TV market? Andy Roberts, 
singing star with such big names as 

Jimmy Dorsey, Gene Krupa and Sauter 
Finegan and now a Monday-Friday 

mid-day feature on WTAR-T'V is your boy. 


It’s “theatre-in-the-round” with 
Andy Roberts and his combo 
surrounded by enthusiastic fans both 
in the studio and in their homes 


Available. for “Class C” participations. 
Write or call your Petry man or WTAR-TV Norfolk 


WIAR-IV 3 


Represented by Edward Petry & Co., Inc. 


America’s No. 1 Sales Case 


More companies, and more salesmen use TUFIDE than any By ELMER 
other cases in the world . . . because only TUFIDE is “SIZZLE” WHEELER 
UNCONDITIONALLY guaranteed 5 full years! os shoe ae 
TUFIDE looks like leather, feels like leather, 

yet ovtwears leather 5 to 1! See the Zz ; pare ye meg 
complete selection of TUFIDE cases Hidden in every- 
at your stationery, luggage. thing you sell are 


& 6 ‘sizzles,’’ the main 
or department store. reasons that moti- 


vate people to buy 


STEBCO, Dept. A-35 

1401 W. Jackson Bivd., Chicago 7, Ill. 

Please send free booklet on sales tips by Elmer 
Wheeler, and name of my local TUFIDE dealer. 


Name 
Company Name 
CHICAGO 7, ILL. Address 


City & Zone ———— 


wee i ~ 


year. Of that total, approximately 
one-third will be in the medium- or 
high-price fields, the natural poten- 
tial for premium tire sales. But a 
recent dealer survey shows. that the 
tire is‘also wanted by new-car owners 
in the low-price field. 

Another potential to be considered 
is the two-car family. According to 
a survey by Universal C.I.T. Credit 
Corp., there will be an increase of 
about three million two-car families 
in the next five years. This second 
car is an excellent place for Sealed- 
Aire. In addition, the 1954 models 
will be two years old and, many of 
them, ready for new tires. When you 
consider that approximately 5,500,- 
000 new cars were sold in 1954, an- 
other sizable market becomes appar- 
ent. 

As a top-quality product, we believe 
this tire will give us a formidable 
position in the tubeless replacement 
market. We know already that it is 
making more car owners Seiberling- 
brand conscious. 


Liberal Guarantee 

So convinced are we of Sealed 
Aire’s greatness in performance that 
we make this advertised pledge to the 
consumer: 

“Tf a Sealed-Aire tire should fail 
to give satisfactory service during the 
first 30% of tread wear, it will be 
replaced free of charge. If damaged 
by road hazards after the first 30% 
wear, the unused tread milage will 
be replaced free of charge regardless 
of time the tire has been in service.” 

One basic sales policy, instituted in 
1921 when the company was founded, 
has never varied: To make high 
quality products, and never to cheap- 
en the line with price “leaders.” 

Seiberling makes no “second line”’ 
or “third line” tires, but devotes 
its full production facilities to manu- 
facturing top-quality merchandise. 

Old-timers in the organization re- 
call a dinner meeting of the original 
founding organization, held in the 
home of the late F. A. Seiberling. As 
the dinner drew to a close, “F. A.” 
stood up, a silver spoon in his hand. 

‘Gentlemen,” he said, “we are go- 
ing to make the name Seiberling on 
rubber mean as much as the word 
Sterling on silver.” 

To this day the company follows 
that guiding principle. 

We believe that this newest tire 
development and current selling effort 
will do much to keep the company’s 
reputation high in the esteem of our 
dealers, and the buying public. 

And in the tire business, building 
confidence is your greatest sales 
weapon. The End 
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BLYTHEVILLE, 
ARKANSAS 


County Seat— 
Mississippi County 
75 miles from Memphis 
Number of families 


4,099* 


Effective buying income 
$23,252,000** 


Retail sales 
in five classifications 


$18,918,000** 
FAMILY COVERAGE 


Combined 
Daily Circulation 


59.2%" 
Sunday 


62.8% °"* 


. , Number Six of a Series Reflecting the 
* 1950 Census ‘ >: : 
** Sales Management, Survey of Buying Power = . One WE aS Soa. 


*** ABC 


Another $18,000,000 of Retail Buying 
Effectively Covered By CAPS” 


Cities such as Blytheville, Arkansas, buying center of a rich agricultural area, 
spotlight the nation's 10th wholesale market. CAPS gives you Memphis—plus 
many, but many, of these plus markets that in the aggregate mean a total 
market in excess of two billion dollars. 


Two Dailies and The South’s Greatest Sunday Newspaper 


P 
THE & OMMERCIAL B@3PPEAL — MEMPHIS BMBRESS LSACIMITAR 


SCRIPPS-HOWARD NEWSPAPERS 
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Mutual Benefit Offers a Free 
Packaged Training Plan for Executives 


It's all in the interest of building good public relations. 
About 200 companies are using the 7-session program 


covering such subjects as leadership, strengthening man- 


agement skills, teamwork, and improving communications. 


Training for top and second-line 
executives may be the No. 1 problem 
of industry today. So prevalent is this 
belief that Mutual Benefit Life In- 
surance Co., Newark, N.J., has made 
available, free of charge, a seven-ses- 
sion training program almost any com- 
pany can use. 

Subjects covered are teamwork, 
planning, integrity, craftmanship, 
leadership, communications, and 
strengthening management skills. The 
packaged course consists of a manual, 
films, booklets and related materials 
which businesses may adapt to their 
own needs and to existing training 
programs. 


Meet Weekly 


Typical of companies using the pro- 
gram is Tung-Sol Electric, Inc., at 
whose Bloomfield, N.J., plant 150 su- 
pervisory employes attend weekly ses- 
sions under the plan. Various levels 
are represented—assistant supervisors ; 
junior, senior and chief engineers; 
plant superintendents. Tung-Sol is 
considering extension of the program 
to its other plants. 

Among 200 other companies that 
have inaugurated the course, or plan 
too, are Curtiss-Wright Corp., Lionel 
Corp., New York Savings Bank, Gen- 
eral Acceptance Corp., and Pennsyl- 
vania Power & Light Co. 

The widespread acceptance of Mu- 
tual Benefit’s offer of the course lends 
validity to the statement of the com- 
pany’s president, H. Bruce Palmer, 
that “lack of initiative and leadership 
among supervisory management is in- 
dustry’s top problem.” The need for 
such a course and what it should in- 
clude were determined by two nation- 
wide surveys. In one of these Mutual 
Benefit learned that 70.2% of 500 
leading companies had their own train- 
ing programs, but only 46.1% were 
satisfied with content and material; 
15.7% were qualifiedly satisfied ; 
38.2% were not satisfied. The three 
most frequently mentioned shortcom- 


108 


ings of junior executives were: (1) 
inept human relations with subordi- 
nates or superiors; (2) lack of initia- 
tive and leadership; (3) failure to 
plan ahead. But, significantly, lack of 
initiative and leadership ranked first, 
in the opinion of the respondents, as 
management’s greatest problem. 

The program was developed by ex- 
perts in the training field. It was pre- 
tested before Mutual Benefit offered 
it to industry on a nation-wide basis. 
The company’s only ulterior motive is 
the desire to emphasize that an indi- 
vidual, to be an efficient executive, 
should be financially sound—and this 
includes carrying insurance. Over half 
the executives queried said that mate- 
rial on organizing and planning per- 
sonal finances should have a place in 
a training program; some commented 
that such training would remove dis- 
tractions caused by Anancial worries, 
make men better candidates for ad- 
vancement and responsibility, etc. 


Minor Condition 


Mutual Benefit attaches no strings 
to the course but does stipulate that 
its local representative preside at the 
third of the hourly sessions, which is 
the one devoted to “Financial Plan- 
ning.” This session includes the show- 
ing of a film “Making Money Work.” 
Insurance is one of several financial 
subjects covered, though it is not un- 
duly stressed. 

Mutual claims that the program is 
flexible, that a company may use any 
or all of it, adapting it to existing 
training programs. Parts of it are 
suitable for film presentation before 
school groups, civic organizations and 
service clubs. Arrangements for book- 
ings are handled by local Mutual 
Benefit representatives. 

Tools of the course are chiefly films 
and booklets. For example, at the first 
session the film ““The Time Is Now” 
is shown. Its message: True security 
does not lie in dependence on others 
or in reliance on tangible assets, but 
springs from an individual’s total ex- 


perience—experience which has de- 
veloped such qualities as initiative, 
foresight and ability to work with 
others. 

Session 5, devoted to “Leadership,” 
includes a film sequence which ex- 
amines leadership from the point of 
view of the men who are being led, 
what they are looking for, and what 
wins their respect. 

The course is designed for admini- 
stration by a company’s training di- 
rector or other executive or personnel 
staff member. His guide is the manual. 
Only necessary equipment which does 
not come with the course is a 16-mm. 
film projector. 


Participation Urged 


Here’s how Tung-Sol Electric han- 
dles the mechanics of administration. 
The 150 employes selected for par- 
ticipation were divided into groups of 
about 12. Each group had a chairman 
and cochairman who served as con- 
ference or discussion leaders: Audi- 
ence participation is considered im- 
portant to the success of the program. 
Each Monday morning these leaders 
meet with E. J. Danneberg, Tung- 
Sol’s industrial director, or his assis- 
tant, David Bellat, to work out plans 
for the forthcoming class session of 
the week. 

In his introduction of the program 
Mutual Benefit’s President Palmer 
pointed out that the expanding Ameri- 
can economy requires more and more 
trained personnel, as indicated by the 
increase in newspaper and magazine 
advertising for skilled management 
people. “We came to the conclusion 
that a training program which would 
make people want to develop the ca- 
pacities to handle increased responsi- 
bilities would be of real service to 
American industry.” 

Typical comments by both top and 
middle management: T. Alexander 
Vaughey, executive vice-president, 
General Acceptance Corp., “This is 
the type of program all executives 
need, regardless of position.” 

Robert Jeffries, president, New 
England Auto Products Corp., “Cor- 
porations spend thousands of dollars 
educating their top executives, when 
actually it is the second-line executives 
who need this program most, and this 
(one) answers that problem.” 


The End 
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If you have a say in the way a product is packaged... 


Look unto OStyron t r 
4 


plastic contauners 


ake 5 — can win you new laurels 


Ice cream is ice cream. It doesn’t change much over the years. So, when 
something suddenly happens to make ice cream sales spurt upward, isn’t it 
worth looking into? 

THE DOW CHEMICAL COMPANY 

Plastics Sales Dept. PL441T 

Se cream—and other steady sellers like cheeses, spreads, delicatessen foods, 

Midland, Michigan " 
tools, hardware, drugs and cosmetics—a supercharge of exciting new sales 
P arch: cing > eo > -@ - ‘te . ve Sc > 

i icilatnltc: Winds inria ‘denis Hagin anced tiie and merchandising life. People buy more product packaged this modern 
way because products simply look better in them! 

plastic containers 


That something is plastic containers made of Styron®. They’ve given ice 


Styron can be molded in virtually any shape, size or color. Containers come 


Name crystal clear or opaque, imprinted or ready for your label. 


Do you have a say in the way a product is packaged? Then do this today: 
Write for the free 48-page Styron catalog of packages. It may give you the 
idea of the year for getting more sell out of your product. THE DOW 
CHEMICAL COMPANY, Midland, Michigan. 


Firm Name 
Business Address— 


City 


you can depend on DOW PLASTICS 


Beer | THINK WE OUGHT 

TO THANK ALL THE NICE PEOPLE 
AT YOUNG ¢ RUBICAM FOR THE 

FINE NEW CAMPAIGN THAT'S HELPING 
YS SELL DELICIOUS PIELS BEER. 


/ 


WHO NEEDS ‘Em | 


YOUNG & RUBICAM, INC. Advertising 


rk (¢ igo Detroit San Francis¢ 


lf Your Company Transfers You 
To Another City... 


. . . @ service called "storage-in-transit' can solve the 


problem of what to do with your belongings while you find 


a suitable place to live. Here is a quick look at how it works. 


Moving your household goods from 
one city to another is enough of a 
problem. when you have a home to 
move into. 

But a surprising number of fami- 
lies, moving for business reasons, are 
compelled to move first and do their 

Many, in 
fact, prefer to do this rather than 
risk a hurried choice of neighborhood 


house hunting afterward. 


and house in a strange community. 
With extensive shifting of popula- 
tion continuing unabated, and with 
industrial centers and markets con 
stantly changing, sales and executive 
never be sure they 
won't be transferred to a distant plant 


personnel can 


or a new territory requiring a change 


of residence. 


Temporary Storage 


In case that should happen to you, 
it would be wise to acquaint yourself 
fully with what the warehouse indus- 
try refers to as sit, an alphabetical 
short cut for storage-in-transit. ‘This, 
as the name indicates, is a temporary 
form of storage designed to take care 
of goods which may be delayed en 
route to their ultimate destination. 

This 


would most likely concern you at the 


temporary storare service 


time of moving from one city to an- 
other. But inasmuch as you might 
need at any time what warehousemen 
rather inaccurately term “perma- 
nent” storage, it is advisable to have 
a clear understanding of the terms 
and _ conditions which your 
household fvoods are stored. 


under 


A veteran executive of the moving 
and warehouse industry, Harry H. 
United Van 


says the most important 


Roer, vice-president, 
Lines, Inc., 
single rule to obey in arranging for 
storage is: Deal only with a well 
established, reputable warehouse. Sec- 
ond in importance, he says, is to have 
a clear understanding with the ware- 
house as to terms and conditions af- 
fecting the storage of your belongings. 

“Storage of household effects in a 
public warehouse,” Koer explains, “‘is 
somewhat like renting space in a 
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building. ‘The warehouse is respon- 
sible for the safety and care of your 
property only to the extent of the 
legal liability prescribed by the laws 
of the state in which the warehouse 
operates. The warehouse is not liable 
for damage by fire, moths, or inherent 
vices except where such damage can 
be proved to be the result of negli- 
gence.” 

Warehouses are responsible unde: 
the law for losses resulting from their 
negligence, but the law also permits 
them to limit their liability. Some fix 
this limit at $50 per article stored; 
others will pay only up to perhaps 10 
If you want fuller 
protection, the warehousemen will ex- 
plain available 
rates for which are based in part on 
the type of building in which your 
goods are stored. 


cents per pound. 


insurance coverage, 


Whether you are arranging for 
storage on an in-transit or permanent 
basis, Roer recommends a visit to the 
warehouse to see where and under 
what conditions your goods will be 
stored. No- warehouse, he says, is 
advertise, 
and none is dustproof. But some are 


wholly fireproof, as some 


safer and cleaner than others and an 
reveals the ware- 
house that provides maximum protec- 


inspection usually 


tion against all hazards, and employs 
good “‘housekeeping’”’ practices. 


Worth-While Services 


Well kept warehouses utilize var- 
ious means to prevent damage to 
polished surfaces, upholstery and frag- 
parts. ‘The better 
warehouses treat 1 igs tor moths, roll 
them and store them on racks. In 
some warehouses, 


ile articles and 


mothproof rooms 
are available at extra cost. 

Latest in household goods storage 
is the Pallet Vault. This consists of a 
wooden platform base on which fur- 
niture is stacked in an orderly way, 
then enclosed in corrugated boxboard 
sides which interlock into position on 
the base, or pallet. The top is then 
tightly enclosed by a pre-formed kraft 
paper cap which keeps out dust, pro- 


tects against scarring, breakage and 
dampness. It eliminates eight of the 
10 handlings required in storing fur- 
niture, saves wrapping of many items, 
provides easy access for withdrawal. 

An amazing variety of articles is 
stored in the nation’s more than 4,000 
warehouses. One lot, for instance, 
consisted of a trunk and suitcase filled 
to the brim with Christmas cards ac- 
cumulated by an elderly woman. They 
were about to be pitched out to save 
further storage costs after the wom- 
an’s death, when it was discovered 
that almost every envelope contained 
a dollar or two. In another case, 
$8,000 worth of jewels turned up in 
the toe of an old stocking two years 
after the estate of the owner had 
gone through probate. Jacques Le- 
baudy, New York eccentric, stored a 
trunkful of restaurant bill tabs and 
theater tickets, plus crates of empty 
tomato cans. But along with this 
worthless assortment was a trunkful 
of pearls and currency. 


List of Safety Don'ts 

There are certain things which 
should not be stored with household 
goods, or which should have special 
handling in the warehouse. Firearms, 
for example, should not be included 
for storage without advising the ware- 
house of their presence in the lot 
and providing specific identification. 
Matches, inflammable liquids, paints, 
inks and perishable foodstuffs should 
be excluded. Despite the fact that 
valuable jewels, money and negotiable 
tucked 


safely in storage lots, a warehouse is 


securities have been away 
not the proper place for such items 
and the storage company will recom- 
mend some other disposition of them. 

For a long-distance move, whether 
or not storage-in-transit is anticipated, 
Roer recommends use of the packing 
This 


assures maximum safety in transit and 


service offered by the mover. 


in the necessary handling in and out 
of the warehouse. But if you still feel 
that you want to do your own pack- 
ing, Roer suggests a few do’s and 
don'ts: 

Lamp shades should not be packed 
in newspaper because the ink rubs off. 

Only lightweight articles should 
be packed in bureau drawers; they 
are no place to stuff moth-susceptible 
drapes or similar items. 

Books should never be packed into 
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bureau drawers even though this may 
appear to be a convenient way to dis- 
pose of them. 

China and glassware are best 
packed in barrels. Glasses should be 
placed upright, cups bottom side up, 
and flat pieces standing on edge. 
Shredded paper should be used gen- 
erously and packed in tight to pre- 
vent shifting of the articles in transit. 
Non-tarnishing tissue is recommended 
for the wrapping of silver. 

If you find it necessary to store 
coats, suits and dresses while you're 
hunting a house, the warehouse will 
provide wardrobe boxes and moth pro- 
tection at your request. It will, in 
fact, apply anti-moth treatment to any 
part of your storage lot at stated 
times if you so authorize. There is, 
of course, a charge for this service. 
The warehouse likewise charges a 
nominal amount for services when- 
ever you make partial withdrawals. 
If possible, you should advise the 
warehouse in advance, as the items 
can be arranged for easy access and 


charges thus reduced to a minimum. 

Permanent storage is often a by- 
product of death, divorce and other 
causes of broken lives and homes. 
Storage-in-transit, more often than 
not, is the need in happier circum- 
stances assistant here becoming a 
plant manager there; salesman trans- 
ferring to a better territory; elderly 
couple heading for balmy climes to 
enjoy the later years and the hard- 
earned pension. 

“The need for storage-in-transit,” 
Roer notes, “is often the result of 
unexpected circumstances. Not so 
long ago a large concern moved its 
headquarters to a city 400 miles away 
and transferred a number of its key 
people. Some of them put their furni- 
cure in temporary storage. While 
they were still searching for a place 
to live the company was sold and 
they all moved back to the city they 
had come from. 

“It sometimes happens that man- 
agement changes its mind, closes a 
branch office or plant, while person- 


ask your advertising 
agency about 
outdoor advertising 


the standard group of outdoor advertising companies 


Sales Management mN : 


You do...lf you advertise in 
the Sioux City newspapers — read 
by more than 300,000 daily readers 
throughout the rich 46-county Sioux- 
land Market Area. 


You Do . . . Because 
you can expect gratifying sales re- 
sults from this prime audience — 
READY, WILLING and ABLE to 
BUY. 


Coe AE ED as 


~ ot + ese cegr meer 


1955 Estimate 


Che Stoux Citu Sournal 
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nel are still in transit from one lo- 
cality to another. Storage-in-transit 
facilities are necessary and very help- 
ful in such circumstances. Sometimes 
families move to a locality they have 
been dreaming about for years, caly 
to find they don’t like it. In-tra isit 
storage offers a place for their house- 
hold goods until they can arrange to 
return home.” 

In-transit storage is distinguished 
from so-called permanent storage 
chiefly by the period of time articles 
are left in the warehouse. The long- 
distance mover provides storage-in- 
transit for a period up to 360 days, 
during which the warehouse accepts 
responsibility for the property in ac- 
cordance with the declared values in 
the contract of insurance coverage or 
bill of lading issued by the long-dis- 
tance mover. After 360 days, the lot 
becomes permanent storage and sub- 
ject to the rates, coverage and condi- 
tions applying to such service. 


Cost Is Low, But Varies 


With the cost of everything else 
sky high, you might imagine that stor- 
ing a houseful of furniture is quite 
expensive. On the contrary, the cost 
of warehousing household goods has 
risen only about 20% since 1939. 
This rise is mostly a result of in- 
creases in the cost of labor and sup- 
plies. ‘The national average monthly 
storage rate is estimated at one and a 
half cents per cubic foot. In some 
localities and for some warehouses it 
may be as low as one cent per cubic 
foot, in others as much as two and a 
half cents. Six average roomfuls of 
furniture occupy about 1,000 cubic 
feet, so it may readily be seen that 
“renting space” in a warehouse is not 
too costly. 

These costs, of course, do not in- 
clude packing, mothproofing, pickup 
and delivery, or time charges for par- 
tial removals from a storage lot. 
Neither do they cover the cost of spe- 
cial containers such as wardrobes for 
clothing. But even with the addition 
of all these services, storage-in-transit 
is still not priced at inflationary 
levels even though 90% of the na- 
tion’s warehouse space is estimated to 
be occupied. 

Roer stresses that all storage con- 
cerns are not alike, and that the best 
procedure is to do business with one 
that enjoys a reputation for reliabil- 
ity. Also, all conditions affecting han- 
dling, duration of storage, packing, 
insurance and the privilege of with- 
drawal should be agreed on in ad- 
vance. That’s the one way of being 
sure that your belongings will come 
out of storage the way they went in. 

The End 
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ge? it by coll 
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’ 8-6201 in . 


, RADIO 
zx TELEVISION 


= 


TOLEDO, OHIO 


Represented Nationally 
by KATZ 


With your imprint to remind them, your customers will 
thank you each day for this new Nascon “PHONE 
MEMOS AT-A-GLANCE.” This book permits the quick 
and easy recording of highlights of important telephone 
calls, and is the ideal spot to retain these memos until 
they’ve been put into action. 


In addition to memo space for each call, spaces are pro- 
vided for noting the date and time of call, the name, 
address and phone number of caller, and if an answer is 
required by phone, wire or letter. 


Without obligation, send today for full de- 


tails and a free copy of the folder, entitled, 
“HOW YOU CAN PROMOTE SALES” 


cATON's 


NASCON PRODUCTS - SPECIALTY DIVISION 


Silas tices Pober Govpuiiliin ATA GLANCE 
475 FIFTH AVENUE .- -!| *. NEW YORK 17, N.Y. vi 
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In a bid to increase stock ownership 
among average Americans, invest- 
ment houses have broken with tradi- 
tion. Conservatism has given way to 
salesmanship and now ... 


Window Displays Find 


New Buyers for Brokers 


The New York Stock Exchange and a group of its members 


get’ together on a plan for arousing wider interest in 


common stock ownership. Idea: Displays at street level. 


BY ETNA M. KELLEY 


“To sell, you must display.” 

But it might seem, at first 
glance, that if you sell securities, you 
have as merchandise just pieces of 
paper, not lending themselves to dis- 
play. Until recently, dealers in in- 
vestments accepted this circum- 
stance as inevitable, but times are 
changing. 

Investment houses are increasingly 
adopting the vigorous methods used 
in merchandising tangibles. These in- 
clude opening offices at street level— 
a relatively new trend—and display. 
Of the New York Stock Exchange 
members’ 2,000 offices only about 300 
are street-level locations as yet. Of 
these more than 200 are participating 
in the Broker-Industry Educational 
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Display Program which calls for a 
different 6’ x 5’ window display 
every month. Each unit is a three-di- 
mensional, animated, self-illuminated 
exhibit designed to illustrate the insti- 
tutional story of products and serv- 
ices of a company listed on the ex- 
change. 

According to Ruddick Lawrence, 
vice-president, the New York Stock 
Exchange planning for the display 
program, began in 1953. Before that 
the exchange had for two years 
circulated a few portable displays 
among member firms on an informal 
basis, and found the demand for this 
service growing. In May 1953 the 
organization’s Public Relations De- 
partment. wrote to member firms ask- 


HORNBLOWER & WEEKS 
SECURITIES 


INVES | MEX 


ing whether they had ground-floor 
windows which could accommodate 
the proposed displays. They also re- 
quested estimates of the number of 
passers-by. At that time 160 member 
firms had suitable windows and 
wanted displays. These offices were 
located in 111 cities in 32 states. 
Estimates of daily traffic ranged from 
5,000 to 50,000 per window. 
Meanwhile, members of Burdick- 
Rowland Associates of New York, 
Chicago and San Francisco (who op- 
erate the program) were busy lining 
up companies whose stocks are traded 
on the exchange to underwrite the 
expenses of the project, in return for 
being featured, individually, in the 
displays. ‘Three major geographical 
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0 stole ~ 
the banana? 


Clue No. 1: was hungry and he an't protect bananas from people, but 


Deduction: you: 


m lots of things. Bananas provide 


jtamins and minerals. They are the natural way to get 
Clue No. 2: He got anay with one of 2 ’ Pes mges 


the most valuable 


ng sugars. Also, they are one of the easiest of 
li foods to digest. Isn't it lucky they taste so darned good? 
protective foods known 
United Frit Company 


Bananascan help solve many weighty food prob- 
lems you might have. This streamlined fruit is 
high in vitamins, minerals and energy-building 
sugars. And it’s one of the easiest of all foods 
to digest. Bananas make such satisfyingly 
healthy eating when you crave something 
sweet. Isn't it nice that such a good-tasting food 
B is so good for you? UNITED FRUIT COMPANY 
J 


It could have been Mom. She's been weight-watching lately. 
Health expert that she is — she knows that a banana has 
“satiety value” (which means it fills you up). That makes 
it easy to eat moderately at mealtimes easy to keep 
weight down 


Who stole 
the banana? 


It’s a wise man — old or young — who chooses a 
banana for a delicious helping of health. Along 
with their wonderful taste, bananas bring a 
rich supply of protective vitamins and min- 
erals and quick-energy sugar. Bananas come 
wrapped in their own nature-perfected pack- 
age — protected from just about everything but 
your appetite. Aren't you lucky that they’re so 
good for you? You can have them any time! 
c UNITED FRUIT COMPANY 


Foxy grandpa took it! Like many older folks, he finds that 
are easy to chew, easy to digest. And they're low 
in sodium, high in the food values people of all ages need. 


Who stole the banana? 


Bananas are a “protective food” 
ins and minerals we literally couldn't 
A smart burglar, whoever he was! He helped himself to a i 
handful of health, safely wrapped in nature's convenient 
dust proo, 
rot oemage world to digest. Isn't it lucky that they taste 
80 good? UNITED FRUIT COMPANY 


One of these four advertisements will appear in LIFE and 
The New Yorker magazines the week of June 30. Which do 
vou think it should be? 

It took us some time to decide on the best copy approach — 
mainly because there are so many good things to say about 
bananas. They have a rich supply of protective vitamins, min 
erals and energy-building sugars. They’re a wonderful food 
for dieters —and they're also one of the easiest foods to digest. 


P S Write and tell us which ad you would pick to run — A, B, C 
**"* will send you an award in keeping with your status as an advertising expert. Send your choice to United Fruit 
Company, Pier 3, North River, New York, N. Y. 
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Bananas know no age barrier —they’re an important food from 
infancy to old age. And they come wrapped in a nature-grown 
dustproof package. 

We narrowed the banana story down to four different copy 
approaches. Then we selected four different photographs. And, 
after careful consideration, we made our choice. Wonder if 
it’s the same one you would choose? 


or D. Pick the winner, and United Fruit Company 
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is is the size we use for the Growing Greensboro Market’ 


Sales Management Figures 


areas of the United States were 
selected for these exhibits and pro- 
spective clients offered a choice of 
windows in one, two or three of these 
areas, During the 12-month period, 
exhibits featuring the individual com- 
pany would be shown in 72 windows 
in the Eastern Circuit, 60 in the 
Midwestern, and 72 in the Far West. 

Following enthusiastic reception 
of the plan by major companies, Bur- 
dick-Rowland and the exchange re- 
established a complete package service 
for these 204 offices. The service in- 
cludes exhibits and backgrounds, 
scheduling, transportation, installa- 
tion and maintenance, plus distribu- 
tion of literature describing the ex- 
hibiting companies. 

Principals in Burdick-Rowland 
Associates are well-known in the dis- 
play and exhibit field. Edward H. 
Burdick designed exhibits for the 
Century of Progress, and the San 
Diego, Dallas, San Francisco, and 
New York World’s Fairs. Among his 
designs: The Freedom ‘Train, the 
“Alert America” Caravan of Civil 
Defense exhibits, the New York 
Stock Exchange Gallery Exhibits and 
the History of Petroleum in the 
Franklin Institute of Philadelphia. 

George M. Rowland, Jr., has been 
active in the visual public relations 
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Advertisers who don’t want to miss the bus should 
hit the road to Greensboro. The ticket is an adver- 
tising schedule in the Greensboro News and Rec- 
ord, whose 105,000 daily circulation gets around, 
into, under and at the No. 1 market of the South’s 
No. 1 state. In the Growing Greensboro Market, 
1/6 of the state’s population accounts for more 


than 1/5 of the state’s $3 billion 
sales. All aboard! 


in total retail 


The only medium with dominant coverage in the 
Growing Greensboro ABC Market, and with 
selling influence in over half of North Carolina! 


Greensboro 


News and Kecord 
GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 
*#eoeeeeeeeeese5eeeeeeeeeeseeeseee#eee#ee#ee#eee#ee#ee#e#eee#ee@ é 


field since 1933, counseling and di- 
recting numerous convention and 
trade shows, sales and stockholde: 
presentations. He was the creater and 
director of designs and exhibits for 
the Freedom Fair and the National 
Capital Sesquicentennial in Wash- 
ington, D. C. 


Investor Information 

Exhibits for the broker windows 
differ, according to product or serv- 
ice, but there are certain common de- 
nominators, In each case the trade- 
mark, logotype or characteristic sym- 
bol is a prominent part of the design; 
in some instances, all are used. In 
many cases the products are shown. 
If the company offers a service, this 
may be indicated through a visual. If 
the firm serves many markets, these 
may be suggested. Information of the 
kind wanted by investors is provided 
through the best visual techniques 
with design, lighting, arrangement of 
text, charts, diagrams used to advan- 
tage. 

Animation is employed to empha- 
size pertinent facts. Examples: Olin 
Mathieson Chemical Corp.—an end- 
less belt carries a succession of 10 end 
products in model form; Socony Mo- 
bil Oil Co., Inc., shows its “firsts” 
(on land, sea and in the air) suc- 


cessively on segments of a revolving 
turntable, under a large replica of 


‘the famous flying red horse; Cali- 


fornia Packing Corp. tells its prod- 
ucts and stock performance story on 
an endless belt which simulates a 
ticker tape, “$90 Million Dividends 
since 1917,” etc. 

The New York Stock Exchange 
continues to promote the program and 
to keep it before members and public. 

Burdick-Rowland keeps close 
watch on results and acts as a clear- 
ing house for information about the 
program in action, Findings of a sur- 
vey made in December 1955 covering 
the eastern area: 

95% of brokers said people came 
in the office because of exhibits. 

81% said they had sold shares of 
stock because of exhibits. 

70% said purchasers were new 
shareholders, buying stock for the 
first time. 

95% said literature was 
away by viewers. 

70% said they had “promoted” 
the display in one or more ways: 
through newspaper or radio advertis- 
ing, Dial -The- Market telephone 
quotations, special analyses. 

A by-product value of the displays 
is that they arouse in some passers-by 
the desire to buy the product or serv- 


taken 
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The heat was on Sam when his boss got irate Now everything's fine and Sam’s such a success 
‘Cause their shipments were coming too little, too late. He ships by dependable RAILWAY EXPRESS! 
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Whether you're sending or receiving, 
whether your shipment is big or small, whether NG N\ LW4 p- 
you're shipping here or abroad—always EXPRESS 
specify Railway Express. You'll find it makes <{ G FE N > 


the big difference in speed, economy, and 


safe, sure delivery. And now you can 
make fast, economical shipments via 


Railway Express Agency's new international 


air and surface connections. It’s the complete 


shipping service, free enterprise at its best. 


eee Safe, swift, sure 


Railway Express will take your orders for CARE 
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THE $250 MILLION 
GIVE-AWAY SHOW! 


A Quarter of a Billion Dollar 
Market is available in the Memphis 
Negro Trade Area! Naturally, the 
$250 Million Question is: HOW 
YOU can get in on the cash award? 
Here’s the answer. WDIA’s 50,000 
watts and consistent top-ratings con- 
trol, almost to monopoly, Negro con- 
sumer contact in this section of the 
South. 


Specialized Market 

There is, within WDIA’s radius, 
a total of 1,237,686 Negroes—nearl) 
10% of the entire Negro population 
of the United States. They will earn 
in excess of a quarter of a billion dol- 
lars in 1956. WDIA is selling this 
specialized market for such 
brand merchandise, as: 


name- 


Carter’s Liver Pills . . 
Maxwell House Coffee 
Ke llogg 


. Borden 
ee Cheer 
and Colgate 


Your Market 


WDIA can sell your consumer 
goods over radio programs that offer 
more opportunities than a Give-Away 
Show. You ask the questions, we fur 
nish the answers on how to win vour 
share of a $250 Million Market. 
Send your name and address, on vour 
letterhead, today. We will mail vou 
irrefutable facts, along with vour 
bound copy of, “The Story of 


WDIA!” 


WDIA is represented 
by John E. 


nationally 
Pearson Company. 


JOHN PEPPER, President 


hAtZ 


Z a 
BERT FERGUSON, General Manager 
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HAROLD WALKER, Commercial Manager 


Every Man a Judge: 


faces in town.” 


for its classified pages. 


faces, 


said, “Judge, March 1956; 
town.” 


appeared in late March. 


Philadelphians Turn Type Experts 


Philadelphians were asked recently to select “the most popular type 


Judged by 3,000 “men on the street” was a survey by the Phila- 
delphia Inquirer to discover what type face would be most popular 


In a rented station wagon and with blowups of three different type 
a three-man crew from the 
balloting “booths” in various parts of the city. Passers-by were asked 
to mark a ballot to select the best-looking of the three type faces shown. 

Each “judge” was given a gold medal (size of a half dollar) which 
| helped select the most popular type in 


A tape recorder overheard comments of judges and will be used 
later in promoting the new type face in the classified columns. 

Most popular type face (selected by nine out of 10) is 6 pt. Futura 
Book; same face that the Inquirer had in mind for the change which 


Promotion Department set up 


ice of the sponsoring company. This 
is especially true of offices iocated out- 
side of financial neighborhoods. (In- 
vestment firms are to an increasing 
extent going outside their traditional 
sections to attract new business. ) 
Shoppers have been known to enter 
brokerage offices to try to buy Carrier 
air conditioners, Yale & ‘Towne 
locks and other products. ‘Iwo broker- 
age offices adjoining shopping centers 
and super markets have found that 
women show particular interest in the 
displays of companies that offer 
products with: which they are fa- 
miliar. California Packing Corp. is 
one. They come in commenting, ‘So 
that’s who makes Del Monte prod- 
ucts!’ 

Here is an appraisal from the point 
of view of the broker, in this case, W. 
J. B. Smith, resident partner in 
charge of the Lancaster, Pa., office 
of Reynolds & Co. 

“People stop and gaze in our win- 
dow. I remember one instance in 
particular. I noticed a young lady 
looking at the General Electric dis- 
play. She finally opened the door and 
came in. She said she had never been 
in a broker’s office but felt she would 
like to learn how to invest. I ex- 
plained the details and she bought 25 
shares of General Electric. 

“The display on American Ma- 
chine & Foundry created a big inter- 
est and we can trace at least six new 
accounts to people who stopped, read 
the display, and came in and opened 
an account. 

“We have organized several in- 
vestment clubs—all new people who 
had never bought stocks before—as a 
result of our window displays. They 
have seen the visual story of great 
American industries and have set 


about to learn more—and to invest. 
In my opinion there is no finer way 
to tell our story to the investing pub- 
lic and to the uninitiated. As you 
know, new business, rrew accounts are 
the backbone of our industry.” 

These remarks confirm the find- 
ings of the New York Stock Ex- 
change—that the average person is 
curious about securities and would 
like to know more about investing in 
them, but is reluctant to enter a 
broker’s office. 

There are other indications of the 
financial community’s awareness of 
the need to get its message in graphic 
form to the public. One is 
ing of an investment center in Grand 
Central Terminal by Merrill Lynch, 
Pierce, Fenner & Beane, the nation’s 
largest investment firm. It also par- 
ticipates through 12 branches in the 
Broker Window Plan. In this center, 
the best showmanship techniques are 
used to teach the ABC’s of invest- 
ment to the traveling public, includ- 
ing a tremendous commuter group. 

The New York Stock Exchange 
has for several years included for its 
more than 300,000 yearly visitors an 
interesting visual display gallery of a 
cross section of American businesses 
with shares listed. 


the open- 


Exchange, 
recently 


The American Stock 
also in New York, has 
opened a visitors’ gallery and exhibit 
area for companies whose stocks are 
traded in this exchange. In the first 
month’s exhibits were a Hammond 
“Chord Organ,” Armstrong’s “Mir- 
acle Tire,” a Crowell-Collier  se- 
quence on the four-color illustrative 
process, Compo Shoe Machinery’s 
demonstration of shoe-making. 


The End 
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be Sure to SELL SYRAC 


* ; ; is 
i a er 


* al a Tue lady had her mind 
made up before she filled 


43 > Sis ‘ the basket. Pre-selling did it! 
LORD — a eee en 


i= ii = There’s a sure way to get your 
product “in the basket” through- 
out the 15-county Syracuse market. 


Pre-sell consistently via the most 
powerful and economical selling in- 
fluence in America’s best test market. 


The Syracuse Newspapers deliver 100% 

saturation coverage of the metropolitan area, 

and effective circulation in the 14 other counties 
of Central New York. 


In this great market, where 1.3 million people spend $1.9 
billion annually, you just can’t buy another combination 


of media that will do a comparable job at a comparable cost. 


Represented Nationally by MOLONEY, REGAN & SCHMITT 


the SYRACUSE NEWSPAPERS 


HERALD-JOURNAL & HERALD-AMERICAN * THE POST-STANDARD 
Evening Sunday Morning & Sunday 


~The-HEARTLAND 
of 

( if ily 228.7 Sunday Herald ‘American 221,53 unday Post-Standard 103.2 

CIRCULATION heats Daily 228.754 day Herald America Sunday Post-Standa WEW YORK STATE 
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Home Sales 
made easier with 


Fonestone 


You get a big PLUS for your homes when you install 
Simpson Forestone. Forestone enables you wo offer 
beautif al harmonizing texture and efficient sound 
control... rich and satisfying as deep carpeting 
And Forestone’s low price makes 
it a practical competitive tool 


for YOU 


FOR ADOITIONAL INFORMATION AND WEAREST SOURCE WRITE TO SIMPSON LOGGING CO. 1008 WHITE BUILDING SEATTLE 1. WASHINGTON 


RESIDENTIAL USES of Forestone acoustical tile are being stressed in the 
Simpson Logging Company’s advertising. Beauty and competitive price are 
principal copy points, along with the advantage of quiet living. 


“Let's Build a Product to 
Crack a Brand New Market” 


...and so they did. ''Forestone," a wood fiber acoustical 
material, was developed by Simpson Logging Co. after a 
look at the inviting potential in the residential market. 
Here's how the company introduced it to architects, 
builders and consumers and won ready acceptance. 


Early in the ’50’s, Don A. Proud- 
foot, manager of the Acoustical De- 
partment of Simpson Logging Co., 
Shelton, Wash., eyed the vast, un- 
tapped market for his products—the 
residential market. He saw it as 
potentially bigger than any single 
market acoustical materials had thus 
far found. The trouble was that one 
product made by his company—con- 
ventional, perforated tile—looked too 
commercial for home use although its 
price was right. The other—fissured 
mineral tile—had the aesthetic ap- 
peal but cost too much to make large- 
scale promotion profitable. 

Today Proudfoot has an acoustical 
product he can promote to architects 
and builders of homes and to home 
owners. It’s called Forestone. Proud- 
foot invented it himself to fill the gap 
in the acoustical products field, not 
alone for homes but for schools, 
churches, banks, stores and many 
other buildings where decorative 
factors are important. A well-inte- 
grated advertising, selling, exhibit 
and demonstration program will 
bring the story of Forestone to pros- 
pects in the months ahead. Response 
to test and preliminary promotion 
suggests that the sales hunch which 
gave birth to this new product will 
pay off. 


What is Forestone? “The new 
acoustical tile is made from wood 
fibers,” Proudfoot explains, “It has 
fissures instead of the mechanical 
perforations of ‘conventional acous- 
tical material. These random fissures 
in the wood fiber-block surface make 
it look like travertine (a form of 
limestone used in Italy for building 
purposes). It is patterned after the 
fissured mineral tile.”” The fissures or 
indentations, he says, have greater 
sound absorption than a plain surface, 
are more easily painted. 

Advantages of the new product be- 
sides utility are beauty, price and 
technical factors. Made of wood 
fibers, it has softness and warmth of 
texture. It can be installed for 35%- 
40% less than fissured mineral tile 
with which it will compete where ap- 
pearance is a main consideration. It 
is in the same general price range as 
the perforated’ cellulose fiber mate- 
rials with which it can compete on 
non-residential jobs. Technically, it 
is the first cellulose fiber material 
which can be installed without bevels 
around each tile. This gives it a com- 
petitive advantage where it is desir- 
able to minimize tile joints. 

There is promotion awareness in 
the name, too. The acoustical indus- 
try has many products ending in 
“tone’ or “stone;’ for example, 
Acoustone, Travertone, Celotone. A 
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How broad is wide... 


Wide enough, we'd say, to cover the entire market as defined by 
local department stores. In Pittsburgh, the Post-Gazette is the only 
daily with coverage broad enough to do it. And that's still another 
reason why 
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similar ending was desirable for a 
newcomer in the field, but Simpson 
Logging wanted to identify their 
material as a forest product, while 
suggesting the fissured mineral re- 
semblance to stone. The name “Fores- 
tone” includes ‘‘forest,” “stone” and 
“tone.” 


A sales gap—filled. Nothing like 
Forestone existed when Don Proud- 
foot sat down with his assistant sales 
manager, Dor: “icissner, to discuss 
the market ourdn’t cultivate. 
They saw a growing need for acous- 
tical treatmear in building. 
Home owners, they believed, were 
ready for sound -onditioning. Archi- 
tects and merchant builders were 
beginning to show interest in and to 
look around for a suitable material. 

“Look at the open plan designs of 
the modern home,” Proudfoot ex- 
plains, “kitchen and dining room, for 
example, not separated; more open- 
ness throughout the entire house. 
Then, consider the increasing amount 
of noisy equipment used in the mod- 
ern home, which still has its original 
noise-makers, the youngsters. Many 
housewives, turning to domesticity 
after working in sound-conditioned 
stores, offices and other places of 
business, wonder why they can’t have 
the same quiet in their homes. Now 
that the home service magazines are 
taking up the crusade, she will have 
moral support.” 


OIE 


Meissner conceived the process for 
making Forestone and for a year and 
a half he and Proudfoot worked. on 
it in their spare time. Hand samples 
were made. Simpson’s research lab- 


oratory completed development of 
the product and reduced it to produc- 
tion practice. The whole procedure 
took about 28 months, 

Next step was to find suitable dis- 
triqutors. Simpson Logging’s original 
acoustical materials are distributed 
through “Certified Acoustical Con- 
tractors.” They generally both sell 
and install, purchasing direct from 
the manufacturer. They must have 
the facilities to engineer jobs proper- 
ly and instal] the company’s material, 
and have adequate promotional per- 
sonnel to do the kind of selling re- 
quired of them. Simpson has 85 of 
these outlets throughout the nation 
concentrated about in proportion to 
population concentrations. 

The Simpson CAC’s operate pri- 
marily in the commercial field. How- 
ever, the sales department decided to 
give Forestone to its distributive or- 
ganization for these reasons: CAC’s 
are equipped to do the field-level pro- 
motional work required: they are 
staffed with salesmen who know the 
company and its products. Forestone 
provides an incentive to them to do 
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tile. 


The Simpson Story 


Simpson Logging Co., Shelton, Wash., is one of three divisions 
composing the big northwestern Simpson Timber Co. This wholly 
owned family enterprise is worth in excess of $50 million. It is headed 
by Thomas F. Gleed. Other two divisions are Simpson Paper Co., Ever- 
ett, Wash., and Simpson Redwood Co., Arcata, Northern California. 


Simpson Logging Co. has annual sales of $30-$35 million, mainly in 
plywood, lumber doors, insulating board products, and acoustical tile. 
It has produced acoustical materials for the past nine years—the 
conventional, perforated type widely used commercially and, more 
recently (in a Simpson Logging pliant in Michigan) a fissured mineral 


Forestone, the new product, looks like the mineral tile but installa- 
tions cost 35%-40% less, making Forestone competitive with perforated 
acoustical material. It will be the first acoustical tile to make a bid 
for the residential market through participation in the Producers’ 
Council Caravan (an organization of national manufacturers of building 
materials) which starts its 1956-57 exhibit tour of some 40 cities this 
fall. Architects and builders are main promotion targets. 


Don A. Proudfoot, manager of Simpson’s Acoustical Department, has 
direct charge of sales. Assistant sales manager is Don Meissner. 
Proudfoot and Meissner together are responsible for the invention, 
development and sales follow-through of Forestone. Vice-president and 
general manager of Simpson Logging is C. H. Bacon, Jr. 


a good selling job in a new market— 
homes. At the same time it gives them 
a competitive advantage in the com- 
mercial market which they can ex- 
ploit immediately — appearance fea- 
tures of Forestone tile are available 
for the first time in the price range 
of ordinary perforated acoustical 
materials. 

Simpson gave its CAC’s four dis- 
trict acoustical managers to aid them 
in their promotional efforts with the 
new material, and introduced it in a 
dramatic manner with special meet- 
ings in San Francisco, Kansas City, 
Chicago, 4nd Baltimore. The com- 
pany’s four acoustical representatives 
quietly sold Forestone ceilings to the 
four hotels chosen for the meetings. 
At the start of the meeting CAC’s 
were told: “The ceiling over your 
heads is what we are here to talk 
about.” 

An examination of the ceiling left 
the distributors puzzled. They had 
been promised something new. The 
ceiling looked like the mineral tile 
most of them thought it was. When 
they were told it was not mineral tile 
but a new wood fiber acoustical prod- 
uct which they could install at a third 
of the cost of fissured mineral tile, 
and which they could sell competitive- 
ly with the perforated cellulose prod- 
uct, their baflement changed to ex- 
citement and enthusiasm. 


During the day-long program they 
were briefed on the market potential 
for the product and methods of ap- 
proach; told of the advertising sup- 
port they would receive. Sales tools 
were previewed and analyzed—three- 
dimensional color slides, literature, 
samples, manuals with comparison 
pictures of Forestone and _ fissured 
mineral installations, a direct mail 
campaign to architects and general 
contractors. They were given tech- 
nical information about the product 
and instructed in methods of installa- 
tion. Anticipated sales problems were 
examined. It was pointed out that 
simply showing samples of Forestone 
and competing mineral tile — the 
usual method — was inadequate and 
would not give a true impression of 
the finished job. Instead they were 
given the comparison-pictures manual 
and advised to get a local installation 
as quickly as possible to use as a 
demonstration of how closely the new 
tile resembles fissured mineral. mate- 
rial. They were reminded : “Consider 
how authorities like you thought the 
ceiling in the meeting room was the 
more expensive installation!” 

The product, the CAC’s were ad- 
vised, had a double potential: (1) as 
a new acoustical material in existing 
markets—offices, banks and financial 
institutions, stores, shops, restaurants, 
schools, churches, hospitals, funeral 
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homes; (2) as a new material in a 
new market—homes, especially in the 
$15.000 and over bracket. A sales 
hurdle in this market: The FHA so 
far will not allow builders more on 
leans if sound conditioning is included 
in the plans, although they do so on 
some extras such as air conditioning. 
Sound conditioning may get FHA 
recognition, it has been intimated, if 
consumers demand it, Simpson there- 
fore is encouraging its Certified 
Acoustical Contractors to work with 
the tract developers (or merchant 
builders as they prefer to be called.) 

Simpsén supports them in this and 
other fields of promotion with adver- 
tising in several publications includ- 
ing House and Home, NAHB Cor- 
relator, House & Garden's Book of 
Building and House Beautiful’s 
Building Manual, Progressive Archi- 
tecture, Architectural Forum, Insti- 
tutions, Nation’s Schools, American 
Restaurant. Architectural Record has 
also been used. Some of this advertis- 
ing started as far back as July 1954 
when Simpson was making first tests 
of the new product. Now the drive is 
on for the home field. 


Quiet for Sale 


Some of the selling lines: “Lux- 
urious, textured beauty plus sound- 
conditioning, p/us thermal insula- 
tion” . . . ““Now—home sound-con- 
ditioning with added beauty at low 
cost”... ‘‘A quiet home is a pleasure. 
Forestone Fissured Woodfiber Acous- 
tical Tile on the ceiling of your living 
areas will quiet the blare of radio or 
TV, the clamor of children, the ring- 
ing of phones. .. .” 

After the first advertising had had 
a chance to do its work, Simpson’s 
advertising agency, Merchandising 
Factors, Inc., decided on a test to 
determine what sort of brand rec- 
ognition Forestone had _ achieved 
through magazine copy and related 
promotional efforts and selling. To-a 
selected list of 5,000 out of some 
18,000 architects and contractors, a 
“blind” post card was sent, with a 
post office box return address. There 
was no indication of the company 
that sent it. The text was a memory 
test. It listed brand names of six 
acoustical materials on the market 
before Forestone, all of the fissured 
mineral type and Forestone. Names 
of the manufacturers were given else- 
where. Recipients were asked to 
match brand name and company. 

Apparently the test intrigued the 
architects and builders for the com- 
pany received a 6% return, con- 
sidered exceptional for this kind of 
promotion. Proudfoot says, “We ex- 
pected that some of the brands would 
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lf you sell to us Purchasing Agents 
in the Rich Industrial Midwest, 
You're IN with M. P. A. ! 


I'm a P.A., and I know what happens. If you 
sell to industry, our 90-billion-dollar “Heart of 
industrial America’ is your prime market. It's 
8 the world’s richest concentration of industrial 
purchasing power. We are the fellows who do 
the buying! 
M.P.A. is our official organ, and our +1 choice 
among trade journals. It's ‘‘must’’ reading for 
all members of our Midwest P.A. Associations. 
It's editorially directed to us at our local level— 
reports news and event calendars of our Asso- 
ciations, carries helpful features for us P.A.'s 
exclusively. Hundreds of successful advertisers 
have proven the value of the one publication 
that gets closer to the buyer. Get into the next 
issue! 
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make a better showing than ours. As 
it turned out, none got better rec- 
ognition value than ours. Forestone 
rated a higher recognition value than 
all but one.”’ Of those who recognized 
Forestone, 98% correctly identified 
it with Simpson. “This gave us the 
feeling,” Proudfoot says, “that every- 
thing we were doing in our prelim- 
inary program was working.” 

Even now results are evident. 
Initial sales have been largely in the 
commercial market, since the home 
promotion is just getting under way, 
and according to the management 
“they are increasing at an explosive 
rate.” There has been great accept- 
ance from school and church builders ; 
hospital managements have shown an 
unexpectedly keen interest in the 
aesthetic features of the new acousti- 
cal product. 


In Home Development 


On the home construction front, 
initial response is excellent. Current 
evidence that the FHA loan hurdle 
is not insuperable: A 400-home tract 
in Southern California (Frematic 
Homes, Anaheim), is one of the first 
large residential construction projects 
to use the new acoustical material, 
and to feature it as a sales point in 
promotion of the homes. The sound 
conditioning is being done in dens or 
recreation rooms and adjacent halls. 
Some 120,000 square feet of Fores- 
tone will be used in the total con- 
struction. First homes in the devel- 
opment will be ready early in the 
summer and the builders are now 
advertising the acoustical treatment. 

Coast Insulating Products Co., Los 
Angeles, that sold the acoustical job, 
persuaded the job superintendent, the 
owner and manager to permit acous- 
tical installations in two of the model 
homes. They liked it so well, they 
authorized it for the entire project. 
Of course, Simpson and its CAC’s 
will use this for demonstration. 

Progress of the new product will 

not adversely affect the company’s 
main acoustical product, perforated 
tile, with which it is directly com- 
petitive. Sales of perforated tile on 
the contrary, have increased since pro- 
motion of Forestone. 
Says Proudfoot: ‘“That’s because 
it has given us access to a wider 
range of distributors and for the first 
time in years, has given the acoustical 
contractor something he could really 
promote and reap the benefit from. 
Naturally, there are many combined 
jobs having both Forestone and per- 
forated tile. Our contractors have the 
inside track on these, hence the in- 
crease in the older products.” 


The End 
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to selected prospects, in the most pro- 
ductive territories for your business! 

These constantly up-dated 
STATE SALES GUIDES 


FOR DUN 4 BRADSTREET SUBSCRIBERS EXCLUSIVELY 


bring to your sales force the most accurate informa- 
tion obtainable about your customers—essential facts 
they need to convert sales effort into more and larger 
Sales. 

Inside these pocket-size guides—the full 3,500 page 
Dun & Bradstreet Reference Book is broken down— 
state by state. Salesmen, at a glance, determine new 
openings —change in size of accounts — growth patterns 
~shifts in financial strength and credit ratings. Retail- 
ers, wholesalers, manufacturers are listed city by city, 
town by town, including those in outlying areas and 
new suburban sections, permitting complete saturation 
of every territory. 


More Than A Book—A Plan! 


These pocket-size State Sales Guides 
encourage and train salesmen in the formula used by 
successful salesmen in every field—PRE CALL 
PLANNING. Simple refertnce to the correct State 
Guide enables a salesman to select and organize his 
entire day’s calls...concentrate his effort where the 
potential is greatest. “Dead” calls and “switch backs” 
are all but eliminated when sales effort is organized 
this way. And the quick prospect profile helps the 
salesman plan strategy with more confidence—and an 
advance indication of the size order that can be sold 
and approved. 
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New Editions Reflect 800,000 Changes 


With the help of the latest State Sales Guides 
your salesmen can keep up with these changes, know 
when to seek larger orders. They can quickly spot new 
business, get the jump on competition, open new ac- 
counts. Business changes have been recorded at an 
average of more than 5,500 a day since the last editions 
were published. Knowing about them will save your 
salesmen time, effort, and expense. 


Act Now! In Time For Next Week’s Calls! 


Wire, write or phone the Dun & Bradstreet Office near- 
est you. As a Dun & Bradstreet subscriber, you're 
entitled to these State Guides at surprisingly low cost. 
We simply add the nominal charge to your regular 
account. You can have all or any of the various states 
in your marketing area—as many copies of each as 
you want. Order right now—while supply still includes 
every state. 


A Quick Glance At What This Guide Does: 
mw selects prime markets @ locates new business 
= classifies prospects m encourages sales planning 


m concentrates sales effort @ leads to more calls 
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Please send me your booklet, “How to Dun & Bradstreet, Inc. 
Get the Most Out of Your State Sales Dept. 11, 99 Church Street 
Guide. New York 8, New York 


We're subscribers to Dun & Bradstreet 
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How to Motivate Salesmen 


We can hold up any of our products to a prospect's scru- 
tiny and say, "Study it. Test it. This product is guaranteed. 
It will help you." Are you getting full satisfaction out of 


your job by helping your salesmen enjoy their jobs? 


BY HERBERT F. BARRETT 
Sales Manager, Buffalo Meter Co. 


Among sales executives much is 
said about how a salesman should sell, 
but very little about how to make a 
salesman want to sell other than 
merely to earn a living. Much is said 
about the salesman dealing with his 
customer, but the relations between 
the salesman and his company are too 
often limited to pep talks or customer- 
selling information. The motivation of 
a salesman to do the unusual in vol- 
ume or quality of work, and to con- 
tinue to do so, is a link in the chain of 
satisfying human wants by products. 
If that link is weak, the chain is no 
stronger. 

The day of the automatic success 
of the better mouse trap is past. Time 
was 50-75 years ago when a good 
manufactured product plus a little 
selling would make a successful busi- 
ness. Today the best of products must 
have every possible legitimate selling 
aid to be recognized and purchased. 
And that applies to industrial selling 


through independent manufacturers’ 
representatives, just as much as to con- 
sumer selling by salaried store sales- 
men. 

I am assuming that the salesmen 
whose motivation is to be considered 
have a good product to sell, correctly 
priced, and that the manufacturer or 
the head of the representative’s office 
thinks he has a reasonable deal for the 
salesmen’s pay. What’s beyond that? 
Merely the success or failure of the 
company and the salesman! 

lotivating a salesman is primarily 
a problem in human relations, aided 
by a long-range, enlightened financial 
viewpoint. The human relations prob- 
lem centers in the sales executive. 

Perhaps the biggest problem in mo- 
tivating a salesman is the sales exec- 
utive’s need to prove himself. He 
must inspire confidence in the genuine- 
ness of the sales plan and in the merits 
of the product. He personifies all this. 
He must be boss, yet friend. He must 


prove his sincerity by his own life, 
personal as well as business. When 
on trips, if a sales executive charges 
unwise or excessive expenditures to 
his expense account, the salesman who 
sees it lacks confidence thereafter in 
the sales executive’s financial dealings 
with him. And if the sales executive 
is untrue to his family or his religion 
when he thinks he can get away with 
it, the salesman will naturally assume 
that the sales executive will be dis- 
honest with him on occasion. 

Many mistakes made by a sales ex- 
ecutive can be overlooked if his sales- 
men and associates are sure that he 
tries to live up to a genuine code of 
personal ethics. Everyone can recall 
examples—and sometimes may squirm 
as he thinks of the name of the ex- 
ample. 

There are problems in proving sin- 
cerity, especially where there is really 
a lack of it. A man is naturally honest 
and sincere unless some temptation in- 
terferes. The greatest interference 
comes from greed. Greed is not 
limited to the caricatured robber- 
baron capitalist of the last century, 
squeezing money out of a sweat shop, 
a railroad or a company store. Greed 
today may wear Ivy League clothes 
and be a “swell fellow” socially. He 
may have a gift for rationalizing, for 
trying to trick his salesmen into think- 
ing they have a little better deal than 
is actually so. Or perhaps, worst of all, 
he may be a former salesman promoted 
to sales executive, a man who has now 


Barrett of Buffalo 


Volume of Buffalo Meter Co., Buffalo, N. Y. is double what it was 
in 1950 and five times the 1946 level. So reports Sales Manager Herbert 
F. Barrett, who has kept eye and hand on the company’s sales 
prosperity for the past 25 years. He moved into this position after 
six years as a Buffalo Meter employe. The firm’s products are dis- 
tributed in nearly every state in the United States and in many other 
countries. Limited to displacement-type liquid meters, Buffalo’s busi- 
ness has increased without expansion into any basically new fields. 

A native of Buffalo, Barrett was graduated from the University of 
Michigan Department of Business Administration in 1924, where he 
won a Phi Beta Kappa key and other scholastic honors. He was for 
three years president of Industrial Marketing Associates and was 
recently re-elected to its board of directors. He is a former president 
of the Buffalo World Trade Association. 
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Scenes like this from movie, “Land of Promise,” project Northeast Ohio’s new stake in world trade once the St. Lawrence Seaway is opened. 


How Filmosound showed 7000 business leaders 


the opportunity of the St. Lawrence seaway 


By using audio-visual communication at its best, the Cleve- 

land Electric Illuminating Company has brought home to 

men of industry the great opportunities Northeast Ohio will 
gain from the St. Lawrence Seaway. 

Bell & Howell Filmosound projectors are used widely to show 
their award-winning film, “Land of Promise.” The film has been 
seen by 7000 officials of 600 companies. It has been viewed by 600 
civic and service groups. The Illuminating Company reports this 
film promotion has developed nearly a half-billion dollars of indus- 
trial construction “leads.” It has opened doors, established con- 
tacts, provoked thought and action by men of vision and decision. 

Because the Filmosound can be counted on for brilliant, trouble- 
free projection in business, church and school, this famous Bell & 
Howell 16mm sound projector outsells all others. 

Ask your dealer for a demonstration, or write for our free bro- 


chure. Bell & Howell, 7190 McCormick Road, Chicago 45, Illinois. 
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Special features of the Bell & Howell Filmosound 385 

FINER PRODUCTS THROUGH B 1] H I] include: exclusive all-gear drive, straight-line optics, 
; flickerless projection, 15-watt amplifier, 8-inch 
IMAGINATION . ec & Owe speaker, sound-insulated doors, positive tilt control. 
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reversed his viewpoint in his new job. 
Yes, sincerity must be genuine. 
Secondly, the salesman’s motivating 
force must automatically and fully 
take account of changing conditions. 
If the price of a product goes up 10%, 
does the territorial salesman’s pay go 
up in exact proportion ? Or does some- 
one try to kid the salesman by saying, 
“You are already on a schedule of sal- 
ary increases,” when actually the in- 
crease will be only 6% next year? 
During years of contact with dif- 
ferent sales organizations I have seen 


sales executives fool themselves, but 
not the salesmen, in this way. I am 
reminded of a chapter in a book every 
sales executive should read, “Wake 
Up and Live” by Dorothea Brande. 
One chapter is headed “The Will to 
Fail.” If any sales organization has 
lost good men, its management should 
read that chapter. It discusses the 
tendency of people to do just enough 
work toward solving any problem, to 
have an alibi when the effort fails. 
The 6% increase promised next year 
is only a poor alibi when the salesman 


Who’s Sitting For Whom? 


cluding an Effective Buying 


The figure at the far left is 
sitting for the five at the right, 
and for a dog “baby” sitter, 
he has steady work in a nearby 
Metropolitan Worcester 
County Market town. 


For advertisers there are 
plenty of other unique figures 
to watch in this market, in- 


Income of $927,233,000 — 
higher than even the record 
breaker of 1955. This repre- 
sents a figure of $5,500 per 
family, well above the National 
Average. From wherever the 
advertiser sits, advertising in 
the Worcester Telegram- 
Gazette looks good. 


Source: Sales Management Survey of Buying Power — 1956 
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quits for lack of the 10% raise now. 
And on the executive level, I know of 
one company that has about 20 plants 
and has lost a lot of good men. When 
a man is about to leave, the executive 
vice-president says, “You shouldn’t 
leave. If you will stay, we will trans- 
fer you to an equal or better job at 
this or that other plant.” After the 
man has left, the executive vice-presi- 
dent reports to the president, “I did 
all I could to hold him. I tried to rea- 
son with him. I offered him his choice 
of two other good jobs, but he 
wouldn’t be reasonable.” But there, 
hidden beneath the words, is the same 
old will to fail. The man who was 
leaving didn’t want a new job with 
that company in another city. If he 
stayed with it, he wanted correction 
of the trouble which made him dis- 
satisfied in the first place. And that’s 
what he did not get. All the offers 
of others jobs (even though the man 
could have had them) were merely to 
build an alibi for the executive vice- 
president when he reported his fail- 
ure. It was a cover-up for his unwill- 
ingness or inability to correct the sit- 
uation that made the man want to 
resign. The failure of the vice-presi- 
dent was none the less real because it 
was rationalized and twisted so that 
the blame was laid on someone else. 

Whenever a good salesman leaves 
a sales organization, the sales execu- 
tive would do well to examine his 
own acts and motives. How much has 
he exemplified the will to fail by not 
doing what was necessary to succeed ? 
When an apparently good salesman 
fails to succeed and fails to stay with 
the company, who has failed first, the 
man—or management? My experi- 
ence indicates it is more often man- 
agement. 

So far I have discussed the sales- 
man’s reflection of the sales executive's 
motives and acts. That is a precedent 
to the direct motivation of the sales- 
man, which is a product of five 


tactors: 


1. Satisfactory financial arrange- 
ment. 


2. Knowledge and proof of product 
performance. 


3. Evidence of progressiveness 
of the manufacturer — a confidence 
that the product is fully up-to-date. 
In some products that means constant 
research to broaden the line and make 
improvements, perhaps frequent dras- 
tic changes, as in electronically con- 
trolled instruments. In other lines it 
means gradual refinements and adap- 
tations of a simple fundamental prin- 
ciple, as the simple forms of globe 
valves, thermometers, water meters, 
pressure gages and other products 
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Why does our plant 
‘ get so many N.E.D.’s ? 


BROADER COVERAGE 
OF BUYING INFLUENCES 


. just one reason why 
you belong in N.E.D. 


No doubt messenger boys in many plants ask the same 
question . . . because N.E.D. is read by a// levels of 
buying influence. Here are some other questions to 
ask yourself: 


Why is advertising more important today than ever 
before? 


Because no sales force can hope to personally cover all of 
today’s vastly multiplied industrial buying group. 


W hy is itimportant to cover buying influences indepth ? 
) y 


Because hidden buying influences are directly responsible 
for a large percentage of all purchases in addition to 
influencing decisions on many other purchases. 


Over 73,000 COPIES (Total Distribution) 210,000 a 


in over 42,900 PLANTS NEw. 


A PENTON PUBLICATION 


ma On 


1213 W. Third Street 
Cleveland 13, Ohio 
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Why is N.E.D. today’s best buy for making sales con- 
tacts go further? 
Because for only Y4 cent per contact N.E.D. gets reader- 


ship and action by more buying influences in more plants 
in more industries. 


How can advertisers get more details on N.E.D.’s 
coverage? 


W rite for a copy of the new booklet “Why You Belong”. 


there's a 
WESTERN 


GEAR 
product in 
your life! 


by 
Thos. J. Bannan 
President 


i 


On a number of occasions I have been 
asked why Western Gear advertises in the 
Wall Stregt Journal and uses this par- 
ticular fo: was planted by 
inquiries 
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which are components rather than 
systems. But in any event the manu- 
facturer must show that he is up-to- 
date on his research and resign, that 
he is broadening his line to give the 
salesmen more to sell. 


4. A feeling of oneness with a 
successful organization. Consider the 
word organization. There must be 
an organization the salesman knows 
and respects, an organization having 
a definite chain of command: and 
authority. Here is where a sales ex- 
ecutive earus is right to the title by 
inspiring co, f.ience in hircself and in 
his genuieness. 

The orgznizatior st he success- 
ful. A man carn: do his best work 
if he feels he is tied co an unsuccessful, 
ineficient or unprogressive organiza- 
tion. The atmosphere of success must 
be evident. This has to be created by 
the head of the business, who must be 
a dynamic leader of men if he is to get 
men to follow him. 

He must see that the men snow 
that the company is successful. But do 
not misunderstand me. For a manu- 
facturers’ representative the evidence 
of success does not lie in manage- 
ment’s driving the biggest car or join- 
ing the best clubs. Does anyone 
imagine that your reputation for 
sincerity is helped by setting up class 
distinctions between yourself and your 
salesmen? Yet that is just what hap- 
pens when you attend a convention on 
an expense account basis, yet do not 
do the same for the career salesmen in 
your offices. 

Even if the company is not now 
making much money, a success at- 
mosphere can be created in a local 
way. The salesman can be given a 
feeling of success in solving his own 
sales problems and those of his cus- 
tomers. Mention can be made of the 
fact, if necessary, that some of the 
salesmen are successful financially. 
This can be tied to the expectation of 
success of the entire company, if all 
salesmen do their part equally well. 
In other words, an atmosphere of suc- 
cess must be created in the present 
if possible; if not then, the expectation 
of success in the future. 

And how about the feeling of one- 
ness? It is most subtle and difficult to 
analyze, but perhaps the most im- 
portant of all. When a salesman talks 
about what his factory does, what 
words does he use? To illustrate: I 
bought a pair of shoes in a depart- 
ment store. I wanted a special pattern 
of which the store had only one 
sample. Therefore, shoes had to be 
ordered from the factory. Delivery 
was slow. A month later I checked 
with the salesman. He said: “I don’t 
know why they show a sample if they 
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don’t have that pattern at the fac- 
tory.” Listen to that wording: ‘““They” 
not “We.” He had no feeling of one- 
ness with his factory. 

Again, I was visiting a man in 
another city. As we were driving 
around town, we passed his church. 
He told me about its program and 
work: “They have a marvelous pro- 
gram.” And I thought, “You aren’t 
very active in that church when you 
speak of it as they.” 

This is most pronounced in factory 
workers; it is one reason they have 
turned to unions. Having no feeling 
of oneness and identification with the 
company, they create their own or- 
ganizations which do satisfy this 
basic need. Underlying much of the 
labor problems of today is the fact 
that most factory workers do not fcel 
a oneness with the company and its 
goals and its success. Most strikes 
would be impossible if they did. And 
while we are not discussing factory 
union problems they are in principle 
similar to salesmen’s problems. 

Beyond creating the basis for a 

cling of justified oneness with an 

sation, a sales executive must 
at the feeling penetrates the 
iestjan emotionally. Perhaps you 
read in the newspapers about the man 
who operated a private garbage col- 
lection business and who won a fan- 
tastic Irish sweepstakes prize. The 
next day he was beseiged by reporters 
and brushed them off with, “You 
fellas get out of here. If I don’t get 
back on the job, I'll lost my custem- 
ers.” He knew he had a prize, but 
the effect had not penetrated emotion- 
ally enough for him to realize that 
he could now do something better 
than run a garbage collection busi- 
ness. And so it may be with all of us. 
A man may have a good job, fair treat- 
ment and be an integral part of his 
organization, yet it counts for little 
if he does not sense it emotionally. 

A way to develop this feeling of 
oneness is to give a man adequate 
chance to develop. The good sales 
executive tries to find salesmen who 
want a lot out of life, who are not 
too easily contented. Then he gives 
them a chance to develop by delegat- 
ing responsibility. He gives them an 
opportunity to find an outlet for 
their desires and fulfillment of their 
needs by working hard. 


5. The spiritual rewards of selling. 
Which of you have seriously ana- 
lyzed the spiritual rewards of selling 
and tried to use them in motivating 
your salesmen? For there are definite 
spiritual results, when spirit is de- 

1ed in the broadest sense, rather 
than in the narrower theological 
meaning. 
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The satisfaction of a good job well 
done: Is this not a thing of the spirit? 
But how often, or how seldom, does 
it become a definite part of the reward 
for an unusally good order? 

The salesman feels this satisfaction 
when he obtains the order, but it is 
multiplied and intensified if the boss 
also recogrizes the good work and 
says so. In my own work as a sales 
executive I don’t know just who is 
supposed to compliment or criticize 
me, but I recall a couple of contrast- 
ing incidents that illustrate the rec- 
ognition of good work. In 1934 when 
I was doing a lot of customer selling 
I sold a contract of water meters to 
a village, orn which my company was 
not low bidder. When I returned to 
the office the general manager ex- 
pressed pleased surprise, saying this 
was the first public bid in his memory 
on which we got the award without 
being low bidder. The thought of that 
implied compliment stuck with me for 
years. Then, a couple of years ago, I 
came in one day with the largest 
single order ever placed with my com- 
pany. I amounted to a $%4 million. 
I had obtained it by negotiation, using 
a technique unprecedented in the his- 
tory of the company. Nobody said a 
word about what an accomplishment 
that was, and 1 was so mad I was 
about ready to quit. Financially I was 
paid for the order. There was no 
question about that. But I realized 
most keenly that day that satisfaction 
in a job is infinitely more than pay. 


Pride in Products 


Second is the satisfaction of helping 
someone else. We have no high-pres- 
sure selling to dazzle a prospect with 
fancy claims which turn pale on later 
analysis. We can hold up any of our 
products to a prospect’s scrutiny and 
say: “Study it. Test it. This product 
is guaranteed. It will help you.’’ What 
a tremendous satisfaction can be ours 
in getting paid to help others—if we 
realize it consciously! 

The sales executive who has passed 
the tests for genuineness, sincerity, and 
making the salesman feel himself part 
of a successful organization can use 
this last motivation. He can lift his 
business out of narrow commercialism 
into the realm of the spirit where 
men’s minds soar beyond the office 
paper work or the factory’s noise. This 
is where men find the real satisfac- 
tions and motives which exist all the 
time but sometimes go undiscovered. 
A salesman may fail to appreciate his 
career because he is surrounded and 
buried in details of transactions, un- 
less someone like you helps him find 
his way to a vision of the true sig- 
nificance of his calling. The End 
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or 
Stifling 
of 
Creative 
Imagination 
Is in Hands of 
Top Management 


Read Dr. B. B. Goldner’s 
revealing article: 


“What’s This Business 
Of Brainstorming 


And Creative Thinking 
All About?” 
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FOR SALES MANAGERS 

Do you know what percentage of last 

month’s sales resulted from your 

product’s making the Consulting Engi- 
neer’s Specifications? 

Sell the man who Writes the Specifications ! 
CONSULTING ENGINEER 
227 Wayne St., St. Joseph, Michigan 


DIVIDENDS FROM A PACKAGE CHANGE: 
dealers nor consumers like deposit containers. Both cheered 


Neither 


when Dannon adopted paper cups. Change provided oppor- 
tunity to use color. Different colors identify different flavors. 


Sales Rise When Dannon Finds a Way 
To Abandon Deposit Containers 


When production methods were altered to make possible 


the use of a paper cup container, shoppers reacted favor- 


ably to the added convenience. Now the ‘designed for 


selling" package is more effective at point-of-purchase. 


A complete change-over from de- 
posit glass containers to two-color pa- 
per containers and continued concen 
tration on a single product in a sin- 
gle regional market has made it pos- 
sible for Dannon Milk Products, Inc., 
in three years to increase its yogurt 
sales from 30,000 units daily to 50,- 
000 units daily. 

Since yogurt is a delicate custard- 
like milk food, the company has held 
its territory to the area on the East- 
ern Seaboard in which deliveries can 
be made by truck. Opening of new 
high-speed highways has given the 
company a slightly expanded terri- 
tory, but most of the gains have been 
made by careful cultivating of its 
present area—from Massachusetts to 
Delaware and out to the western 
end of Pennsylvania. 

Organized by the founders of 
Danone Paris and Danone Spain, the 
American company started with suc- 
cessful experience behind it, but in 
some ways was operating under 
greater handicaps than a U. S. com- 
pany with a brand new product 
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What was right for Europe, the Mid- 
dle East, and India, was in some 
cases wrong in the American market. 

From the start the company rec- 
ognized that it would have to find 
the right consumer appeal and right 
packaging, and for some time it ex- 
perimented to find the promotional 
channels through which this com- 
paratively strange new product could 
best be introduced. 

It began operations by taking over 
a small yogurt manufacturing plant, 
since it was easier in wartime 1942 
to buy machines and get priorities 
for an existing company than for a 
new one. 

As soon as the quality was brought 
up to the standard of the European 
product, the bid for consumer accep- 
tance was begun. As Joe Metzger, Sr., 
Dannon’s president, explains, it has 
not been easy. ““The name yogurt,” 
he points out, “is not sympathetic to 
our language. In 1942 it was un- 
familiar to the general public and 
sounded comical to many. 

“The interest in tasting a new 


product can only be transformed into 
a liking for the product if it is really 
appealing and good. Even so, it takes 
time and money to arouse public 
curiosity and to transform it into loy- 
alty.” 

Little by little the right niche for 
yogurt in the American market was 
found. The extent of the gradual 
shift in strategy is suggested by the 
changes in slogans tried by Dannon. 
Beginning with “Doctors recommend 
it for your health . gourmets for 
your good taste,” the company now 
calls it “A wonderful snack ... a 
delicious dessert.” 

This shift has been made in spite 
of the fact that yogurt got a big 
boost in 1950 as a health food from 
Gaylord MHauser’s popular book 
“Look Younger, Live Longer” and 
a widely read Reader’s Digest article 
on the same subject. 

The company learned that, Euro- 
peans notwithstanding, the average 
American does not necessarily take to 
a tart-tasting product. By 1952, Dan- 
non had developed what is probably 
the first orange yogurt by adding 
pure concentrated orange juice and 
sugar to the regular product. The 
success of this innovation led to 
vanilla yogurt. Then yogurt with 
strawberry preserves in the container 
was introduced just to show that the 
food can be flavored at will with 
preserves, honey, berries, fruits or 
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Oklahoma City is one of the 


FASTEST-GROWING 


markets in the U. $.! 


In just one three-block area (above) four new multi- 


story buildings are going up in downtown Oklahoma 
City. But that’s just one way Oklahoma City is 


showing its growth _ |THE DAILY OKLAHOMAN 


Experts say that Oklahoma City is one of the five 


fastest-growing cities in the nation. They predict its LARGEST SUNDAY CIRCULATION 
population will double by 1975! IN THE ENTIRE SOUTHWEST 


Growing sales are the result of Oklahoma City’s 


growth, too. Retail stores did 45 percent more business WI hb 
in the Census year of 1954 than in 1948; the U. S. WO / 7) é 


average was 32 percent. Food store sales jumped 66 


VINOLWIMNGO 


“\ 


percent; the U. S. average was 35 percent. 


Are your sales keeping pace? Look toward Oklahoma OKLAHOMA CITY TIMES 
City and the Southwest for sales gains. Insure your 


sales growth with advertising in these newspapers! 


Ol 


OKLAHOMA PUBLISHING CO.| THE FARMER-STOCKMAN 

REPRESENTED BY WKY RADIO © WKY-TV 

- 13 Story parking garage THE KATZ AGENCY WSFA-TV, MONTGOMERY 
14 Story Park Avenue Office Building 
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SALES-MINDED PRESIDENT of Dannon, Joe Metzger, is always ready to 
introduce the company’s entire yogurt flavor line in an impromptu presentation 
such as this. A tireless, personal salesman, he has persuaded thousands of 


individuals to try his product. 


vegetables of any kind. “We be- 
lieved that the public would make 
other mixtures themselves when they 
saw the strawberry preserves,” says 
Metzger. “But we have continued 
the strawberry yogurt as its sales 
have increased.” 

3y 1955 studies with New York 
doctors and controlled experiments in 
hospitals had indicated that yogurt 
mixed with old-fashioned prune whip 
had positive laxative qualities. The 
company is now telling this new 
health story. 

As the company worked on taste 
variants of the European products, it 
worked on a new way of packaging. 

Salesmen had reported considerable 
resistance by stores and consumers 
alike to a new product in a container 
that would have to be returned for 
refund of a deposit. As groceries went 
further into self-service, the deposit 
question took on importance. 

But the product as it was thea 
produced could not be packaged in 
disposable paper containers. ‘The 
trouble lay in the manufacturing step 
which gives Dannon’s yogurt its 
unique character—the cultures of 
beneficial bacteria that have to be 
added to the milk while it is still 
warm from pasteurization. 

Following this, the milk goes im- 
mediately to machines that feed it 
into individual packages where fer- 
mentation proceeds to create yogurt. 

While round, nested paper con- 
tainers have long been the lowest- 
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method of 
packaging for many dairy foods, they 
could not be filled at the high tem- 
perature then used in processing. 

Metzger set out to alter the prod- 
uct’s 40-year-old biological structure 
to fit the containers. After more than 
two years of experimentation he 
changed the way in which the var- 
ious strains of bacteria live together 
when combined in the pasteurized 
milk. With this change, yogurt could 
be produced at temperatures which 
would not melt container coatings. 

In the two years following Dan- 
non’s first move into paper, sales 
moved up to nearly 30,000 units a 
day—for a gross business of $1,500,- 
000 annually. 

A considerable part of this growth 
was due to the new packaging. The 
single-trip containers won acceptance 
in all of the big chains in Dannon’s 
area and with no deposit required, 
impulse purchases rose sharply. 

Dannon attacked the problem of 
getting distribution in three ways. 
Food particularly the big 
chains, were an obvious target. Per- 
sonal calls, sampling in-store demon- 
strations and window and _ interior 
displays were used, “hard and pa- 
tiently.”” Every observation or claim 
about the product was given close 
attention, and the entire shift to pa- 
per containers was actually initiated 
by recognition of retailer needs. 

Quality of product was insisted on. 
Every package is now dated, for ex- 


cost and most efficient 


stores, 


ample, so that drivers can pick up 
and replace any packages more than 
two weeks old, a thoroughly conserva- 
tive safe life for the product. 

Once he was able to use paper 
containers, Metzger was quick to 
take advantage of the opportunities 
they afford him to cmploy American 
food merchandising methods. Dannon 
containers were designed by ‘The 
Zlowe Co., the company’s advertising 
agency. They are manufactured by 
the Lily-Tulip Cup Corp. and Con- 
tinental Can Co., Inc. All Dannon 
containers are now printed in bril- 
liant two-color combinations with 
contrasting caps. Like many other 
manufacturers selling through retail 
stores, Dannon uses different colors 
for each flavor but a common design 
for all, for easy recognition. In keep- 
ing with public interest in weight- 
reducing foods, copy on the package 
states that the calorie count is only 
about 120 per container and 50% less 
butter fat than in ordinary milk. 

The company lays stress on the 
lid design (in gold and a second 
color) because yogurt is generally 
displayed with only the lid showing. 
Since the containers have a recessed 
cover and taper from top to bottom, 
they stack quickly and securely. 

As a further attraction to the con- 
sumer, Dannon’s paper 
provide attractive serving vessels and 
the snug-fitting lids can be easily 
replaced. 

Dannon has always regarded 
the medical profession as one of its 
principal potential supporters. Work 
with doctors was started early with 
personal visits, letters and post cards. 
Because it was difficult to send sam- 
ples to busy offices without refriger- 
ation facilities, doctors received cou- 
pons for free sampling in leading 
stores. Starting with a statement of 
what yogurt cannot do, this cam- 
paign has been couched in conserva- 
tive medical terms throughout. Metz- 
ger believes that there are now 3,000 
doctors who recommend yogurt. 

The company’s third promotional 
effort has been directed squarely to 
consumers themselves. Sales promo- 
tional materials are supplied in good 
quantity to stores, and since 1953 
the company has used TV in various 
forms. It is making 15 spot announce- 
ments per week in the New York 
market. 

A new distributing center soon to 
be established in Philadelphia will 
make it possible to multiply sales still 
further as more distant cities can be 
cultivated. But it is a good bet, on 
the record, that Dannon will also 
continue to do an increasingly ef- 
fective job in developing sales in its 
principal market. The End 
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FAVORITE WAYS TO RELAX 


Parker Pen’s Carl Priest and two hiking friends. 


He Takes to the Hills 


Carl Priest, recently appointed general sales man- 
ager of the sprawling western sales zone of The 
Parker Pen Co., is the sort of man people turn to 
when they have problems. Not only the salesmen on 
his staff and other employes of this important 
Parker domain, which reaches from the Mississippi 
River to Hawaii, but also their families have been 
known to come to him with their troubles. One 
reason is the depth of his sympathy and understand- 
ing: He loves people and they know it. Another 
is that he gives the impression of being relaxed, 
receptive, and never in a hurry. 


Yet, Carl Priest is a sales dynamo and his San 
Francisco office is always the source of new ideas, 
high-powered selling programs. How does he do it? 
Through a perspective which is renewed in soli- 
tude. With his dog, a horse, or a chosen com- 
panion he hikes over the magnificent hills north 
of San Francisco and farther afield during 
vacations. In this noncompetitive environment, 
throughout his long and successful career, he has 
found relaxation and renewal. He recognizes the 
necessity for, the stimulus of, competition. But 
he believes that those who are most subject to its 
demands and pressures need to get away from it 
completely in leisure hours. 


Some businessmen find that golf greens afford 
them the change they need. Priest — speaking for 
himself, of course—says, “You can’t really relax 
playing golf, or most other games. You still have 
to keep your mind on winning. Even if you're not 
consciously competing with the other fellow, you’re 


still competing with yourself.” Priest likes to get 
off where competition hasn’t been invented yet. He 
emphasizes that the big thing about hiking over 
the beautiful trails of Marin County, climbing 
Mount Tamalpais, tramping along the ocean 
beaches, or taking leisurely horseback rides is that 
it is noncompetitive. ““Who wants to compete with 
God and Nature?” 


Priest has nothing against golf. It’s just that they 
never got together. As a young man in Bloomfield, 
la., he had horses; they kept him busy in his leisure 
time. Off for a good gallop into open country, he 
early learned the benefits of leaving stress com- 
pletely behind. When he moved to the San Fran- 
cisco Bay Area in California many years ago, he 
was enchanted with the beauty of the unspoiled hill 
country surrounding it and was soon spending week 
ends exploring the trails on horseback or on foot. 
Year-round, with a package of sandwiches in his 
pocket or knapsack, he has kept up the habit, rain 
or shine. He considers a walk in the rain “far more 
apt to produce relaxed euphoria than pneumonia.” 


When he must see a business associate, prospect, 
or visitor on a Saturday or Sunday, Priest may 
invite him to go along, especially if the man is 
from the East or Midwest. The guests enjoy it too. 


He adds: “If you do have a friend or acquaintance 
along, this sort of activity makes for an enjoyable, 
introspective conversation. You get closer to the 
real person—more easily than in any other way.” 

’ The End 
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Use them for fast, Glddomidlic territory analysis 


By using only those cards conforming to your 
particular sales territories, you can conveniently 
apply the SALES MANAGEMENT Survey of 
Buying Power to your own market areas. 
Through MARKET STATISTICS, INC., the 
IBM Service Bureau will prepare these analyses 
for you quickly. Or if you have an installation 
of IBM equipment, you can prepare them auto- 
matically right in your own office 

More than 100 leading manufacturers and dis- 
tributors have adopted this new approach to 
setting scientific sales quotas. 


MARKET STATISTICS, 


It is only necessary to determine what factors 
(or combination of factors) published in the 


Survey would reflect consumer demand for your 


product. If you have any questions on this point, 
you may without obligation consult with the staff 
of MARKET STATISTICS, INC. for complete 
details. 

For further sebeieabon on how to use the Sur- 
vey of Buying Power on IBM cards, write or 
phone Dr. Jay M. Gould, MARKET STATIS- 
TICS, INC. 432 Fourth Avenue, New York 16, 
N Y (Telephone Mu. 4-3559). 


INC. 


RESEARCH CONSULTANTS TO SALES MANAGEMENT 
432 Fourth Ave., New York 16, N. Y. Mu-4-3559 
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When a Man Toftters 


(continued from page 27) 


six or seven sessions I had the impres- 
sion that I was not making much 
headway. Then one day he came in, 
quite excited. “Harry, this stuff of 
yours works,” he said. I asked what 
made him say that. And he related 
this experience: 

“1 called on a man I wanted to sell 
automobile insurance to. What you 
call ‘the atmosphere’ was about as 
bad as it could be. He didn’t throw 
me out. But with the reception | 
got, I felt I would have been justified 
in walking out. Yes, I was irritated, 
almost angry that I couldn’t seem to 
get to him. Then, I remembered our 
talks, what you had said about creat- 
ing the atmosphere myself, by my own 
thinking and attitude about be- 
ginning by loving the guy. 

“Just for the fun of it I began 
putting it into practice by changing 
my own feelings, I started by seeing 
him as considerate, kind, courteous, 
regardless of his attitude toward me. 
I even imagined what a kind of father 
he must be (there were photographs 
of his youngsters on the desk) and 
how such a man would surely wish 
to be fully protected by the right kind 
of insurance. 

“The change happened so fast, it 
was like a miracle. In a matter of 
seconds, the atmosphere altered. We 
got along beautifully. I walked out 
with a nice order.” 


No one can tell another what to 
do in a given situation. We cannot 
formulate another’s thoughts. We 
can stimulate him to find wisdom for 
himself, his own wisdom. The surest 
way is to encourage him to clean the 
windows through which he views 
others and the world around him. I 
use the illustration of the film pro- 
jector. Light comes in at one end; 
pictures are projected from the other 
onto a screen. In between are the 
slides or the film. The film is our 
thinking, our feeling. The light is 
our consciousness, the perfect fluid 
life in us that can be so distorted by 
our thinking and feeling. The pic- 
tures on the screen are the resultant 
human relations. Don’t think what 
you don’t want, for you'll get it. Man 
is the creator of his own life, even 
though he may appear to be the most 
passive of individuals. 

Ward Harris, now one of the 
wealthiest and most successful men in 
the office machine business, in his 
early selling days sold Ediphone 
equipment. He once told me: “When 
I walked into the office of a prospect, 
I ‘saw’ those machines on the desks 
before I began to talk to him.”’ That 
thinking created the atmosphere in 
which he made his increasingly profit- 
able sales. Subsequently he was able 
to stimulate others to use a similar 
approach and his company keeps right 
on growing. 

Another man I know, sales man- 
ager of a large concern that sells 


equipment to the garage field, never 
realized that he put so much negation 
in his “projector” that he took the 
heart out of the men who worked 
with him. 

When a prospect says “No,” he 
may be merely unconsciously signaling 
the fact, ““You haven’t sold me yet.” 
The sales manager in question, never 
having learned this rudimentary fact 
of salesmanship, accepted the No’s, 
from prospects and his own salesmen. 
His entire sales staff, all on commis- 
sion and paying their own expenses, 
were in the red to the company. The 
whole group was called in for a series 
of conferences. There was nothing 
wrong with the products, the com- 
pany, the sales policy, or the salesmen 
— they knew their products, they 
were well trained and experienced, 
they were making plenty of effort. It 
soon became plain that the trouble 
human relations; that the 
sales manager himself was at fault. 
Perhaps he realized it, too. He elimi- 
nated himself. One of his salesmen 
took over. The entire group, relieved 
of the negative influence of the man- 
ager—and solely through a change in 
mental attitude which then became 
possible—pulled itself out of the red, 
works now as a team and is doing 
very well. One of those deepest in 
the red, a man over 60, who was 
beginning to fear that he was fin- 
ished, has changed so markedly that 
he was given a better billet and is 
doing splendidly for self and firm. 
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MANUFACTURING SALES in May eased slightly from the 
record levels which had been maintained for more than 
a year. The continuing decline in auto deliveries together 
with lagging sales in electrical appliances more than offset 
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rising sales in the fabricated metals and machinery indus- 
tries. Inventory levels continued to move upward during 
the month. Their significance will depend upon the progress 
of current wage talks and sales outlook for rest of year. 


SALES MANAGEMENT 


The problem of the older salesman 
or sales executive who slumps is often 
traceable to a mental attitude rather 
than to a diminution of his faculties 
and capacity for work. The mental 
attitude influences his personal rela- 
tions and this in turn shows up in his 
work results. 

I have in mind, Mr. X, a man of 
55 years, who was division manager 
for a large oil company. He had 
reached a plateau in his career and 
seemed to make no more headway. It 
was reflected all too noticeably in the 
sales volume of his division. This 
man who earlier in his career had 
been a doer—active, energetic—now 
fought change, resisted management 
directives, made working with him 
dificult for his superiors and those 
he was responsible for guiding and 
stimulating. “he worst possible thing 
happened: He was demoted and a 
new, younger division manager put 
in his place. 


Went to Pieces 


The effect on him was disastrous. 
Everything went to pieces—his work, 
his relations with his customers, his 
home life. His worst fears were real- 
ized: he was slipping 

[t was clear that his original trou- 
ble grew out of doubt and fear. As 
his physical energies declined some- 
what, he had failed to compensate by 
developing his mental faculties, his 
imagination, the vision required by 
one who directs others. He feared 
change because he feared he would 
not be equal to the demands of new 
situations. When he found that he 
could be, that he had in him great 
resources of creativity, the change 
was remarkable. The humanity in 
him began to blossom. He realized 
that a mature man has something 
unique to give, that he could be a 
“doer” on another level, guiding 
others through his knowledge and ex- 
perience. He learned not to resist 
change but to go along with it and 
use it. 

He is three-quarters of the way 
through his rehabilitation course and 
is so much improved that his com- 
pany has put him in line again for a 
district managership in another loca- 
tion. “Now that he wants to be 
helped and is working at it himself, 
we know we can help him,” says his 
general sales manager. 

Even more gratifying because it 
reflects the completeness of the change 
Mr. X has worked in himself is the 
happy reaction of his wife: “What 
are you doing with this man? I can 
live with him now!” You know that 
those who work with him are going to 
feel the same way. The End 
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An announcement 


from the editors 


TWO DAYS after the Fourth of July—Friday, July :6—SALES 
MANAGEMENT will publish one of the most unusual’ studies un- 


dertaken by any business publication. It is called: 


Industry's Wide-Ranging Growth 
Booms "Main Street Markets” 


A company-by-company picture of why and where manufacturers 
are locating divisions, branches and even home offices in “smaller” 


U.S. cities—“‘middle markets.” 


Manufacturers representing major industries and responsible for $40 
billion in 1955 retail sales cooperated with SALES MANAGEMENT 
in developing this analysis of industry expansion. Scores of companies 
are analyzed—hundreds of cities. The study will be immediately 


useful to you. ... 


—if your organization is itching to divisionalize and 


expand and get closer to markets... 


— if local impact of the corporate decentralization 
trend effects your company's marketing 


strategy... 


—if part of your sales and advertising planning is 
based on High Spot Cities and geographical sales 


opportunities. 


In SALES MANAGEMENT, July 6 
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15 East de la Guerra, Santa Barbara, Cal. 


An old-timer is one who can re- 
member when the milkman delivered 
every day. 


THE SCRATCH PAD . 


By T. Harry Thompson “The click of knitting-needles, the 
creak of rocker, and the ticking of 
the grandfather’s clock were all that 
disturbed the silence of the room. 
Little Priscilla sat watching the purls 
and stitches with childish curiosity. 

This marriage-month reminds me Farm-vote version: “Now is the ‘WwW hy do you knit, Grandmother 
of a short story I’ll probably never time for all good politicians to come Dear? she asked the sweet old lady. 
get around to: “Unbridled Bride.” to the aid of the parity.” ‘Oh, just for the hell of it, I guess,’ 

Granny replied.”—Balboa Bulletin. 


2 ° 
. 

That was a nice promotion John Testimonial Dep’t.: For the finest ae . 
McLatchie, ad manager of Time, of Boston clam-chowder: Howard he biggest problems for traffic- 
sent the column .. . the verv first Johnson’s. planners, it says here, are urban, sub- 
issue of 1923 for comparison with a bd urban, and bourbon drivers. 
heaps . 95 
CUTER ONE OE TFG. I often wish the birds were union- e 

° ized. If they had better working- : 
hours, the morning-shift wouldn't That old-time songwriter who 

In any new neighborhood, I find wake me around 4:45 am. rhymed “Oh, by jingo” with “San 
that “No Starch,” written on a pe Domingo” would be hard put to find 
laundry-slip, loses much in the trans- a rhyme for the new name of the 
lation. In a book-review, Time called capital city: “Ciudad Trujillo.” 

. : Lilly Dache the “glad hatter.’ Nice 
. ' u inversion! And a clever caption on © 
_, Gordon's Gin “never gilds the a review of a book about the Old : 
lily.” Neither did Shakespeare. He Santh wes “Bleanie Gow.” Now that the Graustarkian hoopla 
painted the lily, gilded refined gold. about Grace Kelly has died down, | 
", ° wonder why I never met her on the 
ies adic ceetdhsMiiae atin tas aati hoof ? For 15 years, her house was 

“Bridge Work Nearing End.” Bis just three blocks from mine, in the 

Shan 5 friends than to lose them. : : : 
Headline. And then, from what I East Falls section of Philadelphia. 
hear, he'll have to learn to eat with ° 
the things. 


. 

* Before getting puffed up about the 

fact that talent always rises to the Red Skelton says his mother-in-law 
Overheard: “It’s the kind of house top, let’s remember that scum does, always calls him “Son”... but then 

that just wraps its arms around you.” too. she never finishes a sentence! 


Third Basic Hunger 


Advertising and selling have long recognized the pri- for human contact, which built our cities. The hut became 
mary basic hunger, food. With unerring instinct, they a group of huts, which became a hamlet, which became a 
have appealed to the appetite for food and beverages and village, which became a town, which became a metropolis. 
tobacco in their various forms. : ; 

Obviously, the maker of punch-presses or steam turbines 

Nor has the secondary basic hunger, sex, been over- cannot cater to this market, but there are others who can. 
looked . . . by sellers of cosmetics and perfumes and Arthur Murray tapped this rich vein. People learn to 
hair-do’s and lingerie and anything else that makes the dance in order to meet (and impress!) more people, and 
gals look prettier and smell nicer not for the exercise. 


But the third basic hunger, companionship, is often a Half the fun of public-speaking courses is the lonely- 


fallow field: which is to say plowed bat unseeded. hearts angle . . the applause and encouragement one 

neophite gives another. Fraternal societies do a lot of good 

a uli ; ‘ sey” ‘ 1 : are . 

For every man who wants to get away from it all in in the public interest, but the hunger for human com- 

ae : : tae £ — wavon- . . . 

the north woods, miles from a post-office or a wagon panionship brought most of them into being. 

trail, there are thousands who want to be within ear-shot 4 tat 

se Can your product or service be geared to the Third 

of friends, neighbors, even relatives. ; ant ran 
Basic Hunger? If it helps people to make friends or 


It is this hunger for human companionship, this need banish loneliness, you have a gold mine. 
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91.8% 

of all families 
who read 

The Detroit Times 
everyday 

live in the 

Detroit Retail 
Trading Area— 


—a compact 
CONCENTRATED 
group of 

Detroit Times readers 


—right where you 


want to sell 
what 
you have to sell. 


IN THE HEART OF 
THE MICHIGAN MARKET 
(Detroit Retail Trading Area) 
Detroit Times Readers Spend 
TWO BILLION DOLLARS 


ANNUALLY In Retail 
Purchases. 


REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE INC. 
Offices In 15 Principal Cities 


What most men in Chicago 


don’t know about women’s stockings! 


, = ought to see Chicago on a breezy afternoon. 
Then, if ever, come per- 
fect dames. AndSeymour 
Shanks had more than a 
passing interest in the 
frames these dames dis- 
played. He was in the 
ladies’ hosiery business. 


And like most men, his eyes would 
sparkle and his nose would twitch 
at the sight of a shapely leg dis- 
playing his stockings in an ad- 
vertisement. 


But one bright and sunny afternoon, in breezed Joe 
from the Tribune Advertising Department, ‘‘Mr. 
Shanks,” said Joe, “you probably know more about 
ladies’ hosiery than any other man in the world. But 
here’s some research on how women feel about 


ment.” ~~ S 


Joe went on to explain that the female of the species 
regards hosiery as a rather unexciting, humdrum 
necessity of good grooming. 
And few gals get overly excited 
at an ad displaying just stock- 
ings or legs. To decoy the in- 
terest of the dames, a hosiery 
manufacturer could create an image of beauty for 
his brand with his advertising. Instead of featuring 
stockings or legs alone, why not depict a smartly 
dressed woman wearing hose and being admired by 
others, particularly 


hosiery, turned up by the Po . 
baldheaded row in the (he), 5) 0) 
Tribune Research Depart- KX Kor VM aj | 


men? This advertis- ; oF LA | 
ing could be a good Cy & 5 

way to associate a 2 

desired effect with 


° os 
a particular brand. 


This valuable clue helped Seymour plot his suc- 
cessful advertising strategy in Chicago. And this 
story suggests the sheer genius of the Tribune’s 
Research Department at digging up all kinds of 
intimate tidbits of informa- 

tion on the Chicago market. 

Why not see what it knows 

about your field? 


Nobody knows Chicago like the Tribune. 


The Tribune has spent several million dollars to find 
out who your best customers are, 
where they live and shop, why they 
buy. This valuable information is 
yours for the asking. 


Vothing sells the Chicago market 
like the Tribune. 


Retail sales in Chicago and the 206 
Chicagoland counties are big— 
valued at $17.8 billion. And the 
best way to sell this market is 
through the Tribune. Does it pay? Just ask ad- 
vertisers like Bowman Dairy, Trans World Airlines, 


Madigan’s, Bonwit Teller. 

=a na ; ; 
lj 3 }}) People may praise the Tribune, fuss 
about it or blast it—but reading the 
Tribune in Chicago is just like eat- 


ing pizza in Palermo. Almost everybody does it. 
Everybody feels its impact. Seven out of 10 fami- 
lies in the Chicago metropolitan area read the 
Tribune. That’s more than 3 times as many as get 
the largest national magazine, more than 6 times 
as many as tune in the average evening TV show. 
The Tribune’s also read by almost half of the 
families in 839 midwest cities and towns.) 


So if you want to know something about 
Chicago, call in a joe from the Chicago 
Tribune and put him to work finding out. 


P. S. Always remember... If you want to SELL Chicago 


veut crconne Chicago Tribune 


THE WORLD’S GREATEST NEWSPAPER 


